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“I'm getting my 
LANE CHEST 
for 





dere is another fine example of a Big Name brand 
using Black Box service from drawing board to 
shipping room successfully ... and economically. 
With little more than sketchily written instructions 
to guide us, we turned our facilities loose and 
step-by-step production was then carefully nursed to 
conclusion. Voila ...a beautiful, colorful, eye-opening 
display that makes ‘“‘Lane”’ a point of particular 
nee emphasis ... and at the same time sells a quality appeal. 
You, too, can benefit from our complete “‘package”’ 
service. A phone call or letter will give 


you our money-saving story. 


For SCREENLESS 


PRINTING at its Best Telephone: AVenue 3-0262 


BLACK BOX COLLOTYPE STUDIOS, INC. 
yx Photo-Gelatin Printers + 
4840 W. Belmont Ave., Chicago 41, Ill. 


Cincinnati DEs Moines KAlamazoo Minneapolis St. Louis 
Plaza 1-4218 3-122] 5-6165 ROckwell 9-7789 Olive 2-0202 


...Choose BLACK BOX 


for more details circle 361, page 97 





You can get it all from Mead— Papermakers to America 


For better impressions, whatever the job, print on Mead Papers. You have at your dis- 
posal a completely diversified line of papers in colors, weights and finishes for every printed use. Let 
your Mead merchant be your source of supply. He knows that the skills and resources of the entire 
Mead organization are concentrated on the job of making Mead Papers the best value in paper today. 


Mead Papers Help Lithographers Beat Deadlines 


on Long Press Runs 


Uniform quality holds press time to the minimum 


When time is a big consideration, and 
when quality in a job is all important, 
it pays to print on Mead Papers. You can 
rely on them for top performance and 
results because they are made with your 
needs in mind. Their built-in uniformity 
and quality are your assurance of trouble- 
free handling both on press and off, your 
assurance of deliv ering the kind of job you 
plan, on time and within the budget. 


Whether your next job is an annual 


report, booklet, catalog or brochure, you'll 
find a paper made by Mead exactly suited 
to your need. There’s Mead Moistrite 
Offset, a paper made especially to give 
exceptional brilliance to full-color process 
work. There’s Northlite Offset, ideally 
suited for long-run economy and so pop- 
ular for its bulk and opacity. These are 
but two of the diversified line of offset 
papers which are standard Mead prod- 


ucts. Let them work to your profit. 


i242} THE MEAD CORPORATION 


papers: 
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New York ° 


Papermakers to America 


Sales Offices: Mead Papers, Inc., 118 West First Street, Dayton 2, Ohio 
Chicago «¢ Boston » 


Philadelphia - Atlanta 


Quality Offset Papers 
by Mead 


Dilcol Offset Translucent 
Printflex Offset Enamel 
Printflex Offset Coated Cover 
Richgloss Offset Enamel 

Mead Opaque 

Moistrite Offset 

De & Se Tints 

Northlite Offset 


Ask your paper merchant for samples 
of these papers 
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“We use U.P Pictorial Research because...” 


“‘...dependable way to get 
good stories and pictures 
from remote locations” 


Richard S. Lowell, Director, Advertising and Sales Promotion 
United States Plywood Corporation 


“We've solved a tough problem in getting case- 
histories by using U. P. Pictorial Research. Now 
we know how to get desperately needed infor- 
mation and on-the-spot photographs of install- 
ations—without losing time and at very reason- 
able cost. We can ‘follow the scent’ wherever 
products and installations are no matter how 
remote the locations. U. P.’s dependable per- 
formance allows us the luxury of that freedom.”’ 


* * * 


YOU, TOO... can enjoy the benefits of U. P. Pic- 
torial Research as a dependable way to get case his- 
tories to use in advertising and promotion. The handy 
coupon will bring complete information about this or 
any of the other economical services of the Commercial 
Photography Division, United Press Associations, 461 
Eighth Avenue, New York 1, New York. 


* * * 
U. P. PICTORIAL RESEARCH 


is a documented word-and-picture re- 
port of your product or service as it is 
used by your customers. You get a 
package—in duplicate—consisting of 
a summary of findings, list of questions 
ond answers, signed statements, photo- 
graph releases, and photographs. 
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““... provides more com- 


plete, comprehensive, live 
information” 


William H. Green, Vice-President 
Kenyon & Eckhardt, Inc. 


‘By providing not only good photographs, but 
also information that is comprehensive, alive, 
and in the customer’s own words through the 
personal-interview technique, U. P. Pictorial 
Research adds a valuable new dimension to case 
histories. We always brief U. P. thoroughly and 
they come back with excellent reports promptly, 
at moderate cost, and without bothering the cli- 
ent’s sales people unnecessarily.” 


Hartow M. CuHurcuH, DIRECTOR 
COMMERCIAL PHOTOGRAPHY DIVISION 
Unitep Press, ASsOcIATIONS 
461 EicHtH Avenue, New York 1, N.Y. 


Please send me complete information, including costs, about 
the services checked: 

() Pictorial Research Reports 

C] Photographic assignments 

(] Advertising and studio photography 

L) Location and publicity photography 

(] Stock photographs 


Name 





Title 





Company 





Address 





ee ee ee ee ee ee ee ey 
ee 
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Just Calutin Us 


Put Audio-Visual Aids in the Advertising Budget 


The growing use of industrial films, slide films and all other types 
of visual aids in advertising and promotion emphasizes the necessity of 
including appropriations for this purpose in the advertising budget 
and having them approved by management at the beginning of each year. 


Suggestion and initiation of film production and similar activities 
come from many varied sources, ranging all the way from the chairman 
of the board to branch managers out in the field. But the responsibility 
for planning and executing this type of work--and paying for it--almost 
invariably falls to the advertising department manager. 


Since this is so, and since ideas have a habit of being tossed into 
the advertising program without regard to the calendar, it would be much 
more buSiness-like to include appropriations for this purpose in every 
year's budget than to have to scrape the bottom of the barrel whenever 
producing a motion picture or other visual promotion is considered. 


Even if an appropriation were not entirely used up during the 
current year, it would be a simple matter to carry it forward, in order to 
accumulate funds for a sound film in color, such as that used by the 
Miller Brewing Co. to mark the centennial of its establishment (see 
detailed story on this film on page 34 of this issue). Since projects 
of this kind entail substantial expenditures, building a fund over a 
period has much to commend it. 


The advertising department's interest in the whole field of audio- 
visual aids is so great that ample provision for them should be made 
in the annual budget, along with all other activities which contribute 


to a well-rounded and successful program. 
coer v»—>—>—>v>v>v—_—_Tzxzx—~xx———— 


G. D. Crain Jr. 
Publisher 
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Here’s one that will give 
you that pleasant feeling! 
Pontiac has seven services 
under one roof that function 
as a source for ideas; 
photography; the proper 
art medium; outstanding 
typography and the 
necessary photoengravings 
and electrotypes of true 
quality. YOU can buy 

one or all and benefit 
from our 41 years 

of experience. 


Write or call and let 
us tell you more. 


ART 
PHOTOENGRAVING 


sonmenees Cee 
covor process SERVICES 


LITHO PLATE SERVICE 


| 
PONTIAC 


ogg! Or 


B8i2 WEST VAN BUREN ST. 
CHICAGO 7, ILLINOIS 


. . for more details circle 418, page 
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The Lee Bros. supermarkets found that it could boost volume 
by serving free breakfasts for everybody. Bert GoLpraTH 


How to Squeeze Every Ounce of Benefit Out of an Anniversary 


Ferry-Morse Seed Co. substituted planning for money in 
celebrating their centennial. Erna M. KELLEY 


Printing You Can Hear 


A report on what’s happening in one of advertising’s newest 
phenomena — the mailing piece that is also a phonograph 
record; how it is being used. TED SANCHAGRIN 


os @ 8 © ore 4 8 2 Be 22 2 86 8 6 8 


How Advertisers and Agencies Buy Business Films ..... . 


AR’s latest survey of buying practices tells who makes the 
decisions and other vital information about motion pictures. 


CE Ee ee a ee ee ee a a a ee 


The inside story of a fine institutional film and how planning 
was used in its development. BENN OLLMAN 


How Agencies Work Together. .......4-+4+4+eeee-8 


The case history of cooperation that resulted in the success- 
ful tie-in campaigns of the Upholstery Leather Group and 
the automobile manufacturers. JAMES ROBERTSON 


The Public Picks a Typeface 


How the Philadelphia Inquirer got the greatest promotional 
value out of redesign by polling the passerby. 


A System for Controlling Printing Costs—PartIV ....... 


The latest in this series covers printing plates, and what 
every adman should know about them. Freper1c KAMMANN 


How a New Brand Name Was Introduced Overnight .... . 


When Aristocrat became Foremost in Philadelphia’s ice 
cream circles, good handling made it a plus factor. 


ALLEN SOMMERS 


Coming-Out Party for a Spectacular Turtle ......... 


How Plastone-Turtle Wax made the most of the installation 
of Chicago’s newest spectacular sign. 


All Over the World 


Eastman Kodak built an international standard for its 
familiar red and yellow sign program. 


An Adman’‘s Guide to Watermarks ........+2-eee-s 


Here’s what you need to know about private brand water- 
marks for your company, costs, time and uses. 
Rosert B. Konrkow 
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Requirements 


CONTENTS 


Volume 4 e Number 8 


Which Process for Metallic Plaques .....++-+++ees 


A guide to the techniques used in this little-known area, 
comparing advantages and limitations of four major methods. 


How to Give Away a Building .... 


To push an agricultural chemical, Monsanto ran a sweep- 
stakes contest through its dealers. MILpRED WEILER 


AR Reports on the New York Art Directors Show & Conference: 


*e ef @ 


@ Do You Have Product Personality? ..... 
The art director’s role in design today. 
WILLIAM H. SCHNEIDER 


e Accents in the Language of Action. ......... 
What has modern art done to our ads? M. F. AGHA 


BIG NATIONAL 


ADVERTISERS 


PRE-TESTED 
for WEATHER WEAR 


Any type outdoor Signs 
you may require for effec- 
tive outdoor advertising, 
and produced in quantity, 
are made in the modern 
GRACE plant in the mod- 


ern manner—for superior 
service life and attrac- 


: tiveness. Yes, they out- 
Selling at the Crossroads .. 1... +e ee ee eevee | Soe last — and out-sell com- 


: . » : ‘ . | ; etition. 
How Dodge displays its autos in railroad stations and air * bs 
terminals to thousands daily. Jack W. Minor ee 


Cartoons plus Commercials .. 1... 2. ee eee eee eee 


Audio-visual techniques succeeded in building booth attend- aU 
ance in spite of poor location. Puitie M. Morrison PURCHASE 


SILK SCREEN 
ROADSIDE « PROCESSED 


Building Believability in TV Commercials .......... | aU) aot cue ae 
Three factors determine whether your audiences will believe ea ad depict product and en- 

‘ 8 hance design, is fast, 

what you are telling them on television. J.P. Stewart Jr. — naan a iin 
GRACE made signs have 
it—eye, and buy appeal! 





How the Albers ‘Big A’ Joined the Carnation Family .... . 


A planned redesign gave this regional brand the advantages 
of national affiliation without losing identity. Pui SEITZ 





Direct Mail Makes Flavors ‘Flavorites’ . 


How Foote & Jenks uses a gimmick-loaded program to build 
acceptance for an unglamorous product. P.K. THOMAJAN 


Departments 


Art & Photography .. . 72 WE DESIGN ANY TYPE SIGN 
Audio & Visual Aids... 31 If your clients desire special type signs, let us know 
Direct Advertising ... 91 Our art department will make up a sample sign free for 
Regular Features | approval, from sketches made by ->—~~___ 
Layout & Typography ... 41 client or us. What are YOUR needs? | 
Packaging & Labeling .. . 87 Advertisers’ Index... 96 
SEND FOR CATALOG 
Paper ...63 Books for Admen... 15 IN FULL COLOR 
Photoengraving & Platemaking .. . 49 Coming Conventions... 17 


1 
Premiums, Prizes & Specialties . . . 67 The Editor's Notebook... 6 a | 
Printing & Binding ... 24 How I Solved It... 14 lee : =H] 

Radio & TV Production . . . 83 Just Between Us... 3 SIGN & MFG. CO. 


Shows & Exhibits ... 78 Promotion Almanac... 16 3600 S. 2nd ST. * ST. LOUIS 18, MO 
Signs & Identification Materials ... 58 Readers Write... 10 


Window & Store Displays... 53 AR Reprints... 8 . . « for more details circle 381, page 97 
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What's YOUR Line? 


Telephone line or toy line—it’ll pull 
in more prospects ... land more 
sales ...if your P.O.P. display ma- 
terial gets up where it can “hook” 
attention. And that automatically 
means KLEEN-STIK—the mois- 
tureless, self-sticking adhesive that 
gets displays up and keeps em up! 
Like these, f’r example: 


TELEPHONES 


Colorful ‘'Sell” for INDIANA BELL 


To sell color telephones, INDIANA 
BELL TELEPHONE CO. uses 
color in this mammoth, multi- 
colored 20x15 KLEEN-STIK sign. 
Silk-screened in bright Day-Glo on 
weatherproof FLEX-STIK, it’s 
used in branch offices on walls and 
counters... or outdoors, on sides of 
service trucks and other spots. 
Wherever they’re used, KLEEN- 
STIK’s quick peel-and-press appli- 
cation makes ’em easy to put up 
or take down. A colorful salute to 
artists MILLER SHERMAN, JR. 
and Supt. STAN DUNN of 
POSTER DISPLAY CO., 
Indianapolis, for this big, colorful 
job. 


Toy “Toppers” 
are Eye-Stoppers! 


It’s “hats on’”’ instead of “‘hats off” 
for FISHER-PRICE TOYS, INC., 
of East Aurora, N.Y. With ship- 
ment of F-P “Happy Birthday”’ 
toys, dealers receive a set of novel 
paper hat price-markers, equipped 
with strips of KLEEN-STIK. A 
quick peel and easy press dresses 
the toy for display as a cute birth- 
day gift. A “‘topping”’ idea worked 
out by F-P Ad Mgr. DICK 
MORGAN and Acct. Exec. JOHN 
MANSFIELD of LLOYD MANS- 
FIELD CO. agency in Buffalo, ably 
assisted by Art Dir. MILT 
HILBRECHT. Slick production 
handled by MEL ALEXANDER, 
Secy. of MANHARDT- 
ALEXANDER, INC., also of 
Buffalo. 


Why not bait your “sales hook’’ 
with the extra attraction of KLEEN- 
STIK window streamers, shelf 
edgers, die-cut signs, bumper strips 
—a whole string of business 
catchers! Cast an eye on the 
samples your regular printer or 
lithographer can show you .. . or 
write today for our free **Idea-of- 
the-Month”’ service. 


KLEEN-STIK PRODUCTS, INC. 


7300 West Wilson Avenue ¢ Chicago 31, lil. 
Pioneers in pressure sensitives for Advertising and Labeling 


. . « for more details circle 398, page 97 
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Stensgaard Answers... 


Should Agencies Get 
Display Commissions? 


W. L. Stensgaard, past-president 
of the Point-of-Purchase Advertis- 
ing Institute, had some interesting 
comments when he was asked the 
question: “Should advertising agen- 
cies receive commissions on point-of- 
sale materials?” at a May meeting of 
the Dayton Advertising Club. He re- 
plied: 

“I believe almost every manufac- 
turer in the display field, including 
signs of all types, lithographers and 
others, would agree to agency com- 
missions—if agencies would provide 
the talents and services needed to 
sell and service point-of-sale as they 
do other media. 

“However, our study reveals that 
is not the controlling factor. The pur- 
chasing policy of most companies who 
use any volume of point-of-purchase 
materials does not recognize this as 
a medium, but rather considers it as 
a product, which can be purchased 
best on a competitive basis. There- 
fore, the purchasing policy must come 
to know more and more the benefits 
of developing ideas and plans with 
their creative source, rather than a 
production source. 

“T doubt if agencies can change the 
purchasing policies as they exist to- 
day and, of course, the point-of-pur- 
chase industry could not risk a 
change in system that would not im- 
mediately improve volume rather 
than perhaps find it too difficult by 
comparison to the sales of other 
media. Also, we must remember that 
other media now pay the agency a 
commission on established rates—and 
this is a part of cost to the client. 
However, in point-of-purchase, ev- 
ery job is different—there are no pos- 


sible exact rates and the manufac- 
turer would, perhaps, be required to 
have a good sales organization even 
if he sold through agencies and a 
dual selling expense would result. 

“Of course, we also know agencies 
will not and cannot be enthused about 
including media on which there is no 
commission in a program. We do 
know agencies are encouraging better 
follow-through and they are con- 
scious of the value of such to the suc- 
cess of their ad programs. Of course, 
most clients now insist on a good 
point-of-purchase plan built in their 
program—but there remains the prob- 
lem of the degree to which such is 
done.” 

This subject has been a pet topic 
of discussion at POPAI meetings for 
several years. However, one fact is 
too frequently overlooked—the tre- 
mendous increase in agency partici- 
pation in point-of-purchase advertis- 
ing programs. Admittedly, there is a 
long way to go before all agencies 
become really active in this field. But 
those who are concerned should at 
least find encouragement in the prog- 
ress of the past decade. 


> Problem - of - the - month .. . We 
tossed a real toughie at a photog- 
rapher this month . . . and drew a 
blank. To illustrate Bob Konikow’s 
comprehensive article on watermarks 
(see page 63), we wanted to show 
some photos of outstanding water- 
marks produced by various paper 
mills. 

We called in Wally Burrows of 
Chicago’s Tri-Color Studios, a crea- 
tive photographer with a reputation 
for solving tough problems. “T’ll try,” 
he said and headed for his cameras 
with a stack of watermarked paper 
under his arm. He tried most every 
trick of the trade—light boxes, special 
lighting, dozens of films and paper, 
wetting the watermarks, making con- 


FUCEERCCCOCREEOECCRECRERCEOUROGCRROGECRRCRCEREORRCORRERORECRGRRECORSECUGEORUEREERRUCDERERORRRCREECOREGECCRCERCCRRESERRCCCCCORRECOORERRERREOEERReRPeeeteReeeeeeeee, 


Display typefaces in this issue . . 


. Page 19—Dom Casual; 22—Studio Bold; 24—Steel Bold; 31— 


20th Century Ultrabold; 34—Discus Script; 41—Bernhard Bold Italic; 46—20th Century Ultrabold; 
49—Venus Medium Extended & Extrabold Extended; 53—Ultra Bodoni; 58—-Tempo Heavy & Cello 
Lettering 204 C & L; 63—Tempo Bold & Balzac Brush; 67—Karnak Medium G Beton Open; 69—Flash; 
72—Tempo Black Extended; 78—Rondo Bold; 82—Ultra Bodoni; 83—Lydian Bold; 87—20th Century 


Ultrabold; Lydian Bold & Lydian Bold Italic. 





“My salesmen always carry the latest information 
thanks to our new CATALOGER”... by Remington Rand 


And they make more sales too, be- 

cause... 

e material is well organized thru effi- 
cient indexing 
latest data is always there and in 
the right sequence — due to ease of 
insertion 
flat reference speeds finding and 
saves valuable margin space 
light weight and unusual compact- 
ness encourages constant use 
distinctive appearance enhances 
company’s prestige 


Additional outstanding features of 
Remington Rand Cataloger: It may be 
had in 3-post style to fit ring binder 
punching, or with 4 posts to meet auto- 
motive, electrical, hardware specifica- 
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tions. It expands 65% from minimum 
capacities without any post adjustment. 


A wide range of binding materials are 
available in either stiff or flexible 
covers. The exclusive “Rem-Bossed 
Process” will personalize your cover 
design with beautiful clear reproduc- 
tions of your company name and trade- 
mark. 

Get full particulars today — your free 
copy of “Binders That Build Business.” 
Write Remington Rand, Room 1842, 
315 Fourth Avenue, New York 10 — 
just ask for LL234. 


Remington. Frand 


DIVISION OF SPERRY RAND CORPORATION 


The Hagan Corporation says: ‘‘Two of 
the features we like best are: the binder 
can be opened to any page and it lies 
flat and remains open... also, the ease 
with which sheets may be removed of 
inserted.” 
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oe Reprints 


The following reprints of feature articles which have appeared in Advertising 
Requirements are available at 25c each. Special prices are available upon 
request for quantity orders. Please order by number, enclosing the exact amount 
in coins, stamps or checks. Send all orders to: Reprint Editor, Advertising 
Requirements, 200 East Illinois St., Chicago 11, Ill. On orders for four or more 
reprints we will be happy to bill you—small orders sent only upon receipt of 
payment. 


144 Do's & Don'ts for Better Press Releases—by Dick Hodgson © 

A helpful checklist tor getting better results from publicity efforts September 1954 
162 How to Crop Photos—by Vincent T. Tajiri 

Pointers for getting the most out of photographs 

for reproduction purposes 1955 
169 Do's & Don'ts for Premium Buyers—by Gordon Cc. Bowen ’ 

A helpful checklist for planning premium promotions ea 1955 
173 How to Prepare a Modern Annual Report—by Herbert C. Rosenthal 

Some realistic guides for the preparation of effective annual reports...... 1955 
175 How to Use Color Stats—by Ted Sanchagrin 

Admen are learning that there are many uses for full-color pera. 

Here’s what's being done in this field...................... .March 1955 
178 The Growing Importance of Fairs as an Advertising Median— ‘ay James joseph 

Fairs have become an important advertising medium and a _— 

for hard selling... * PAE ....May 1955 
179 Budgeting for Trade Shows— by Robert R. Moore 

An excellent guide for any adman faced with trade show : 

budgeting problems.... a siateaoned ..... July 1955 
180 Getting the Most from Publicity Photes— aay Seo: M. ‘Selemen. 

A photographic consultant gives some pointers on how to = the 

best mileage out of publicity photos........................... dedinsenitianiealed .June 1955 

How to Merchandise TV Tie-Ins—by Frank Jacobs 

“Feather Your Nest’ tv show makes the most of their tie-ins 

by active merchandising programs vesesevseeee@ptember 1955 

Planned Personalized Promotion—by Haviland F. Reves 

How a Detroit restaurant personalized its promotion....... aa November 1955 

How to Promote A Ten-Cent Gadget—by John C. Swift 

The promotion behind White Cap Company’s premium item, 

the lid flipper ; December 1955 

How to Merchandise Syndicated TV Shows—by Maurine ange 

A list of suggestions for getting the most from TV films.......... ........December 1955 

The Production Manager's Answers for Late Plate Probleme—by Ted Sanchagrin 

Summary of House & Home's contest among production managers February 1956 

How to Get More from Your Trade Show Dollars—by William S. Orkin 

A trade show expert offers tips on building traffic and planning 

follow-through for your exhibits 1956 

Exhibit Photos—How to Put Them to Work 

Photographs of trade show exhibits have many uses. Here’s how a number 

of exhibitors have put their exhibit photos to work ......February 1956 

Loose-Leaf Binding 

Here’s a list of 28 checkpoints to help admen in selecting the proper loose-leaf 

binding for their promotion materials....... io February 1956 

Chiquita Banana Goes to School—by Clarence W. Moore 

The case history of United Fruit Co.'s effective educational program 

which carries the story of bananas to teachers and students...... April 1956 

Abbott Aims at the Consumer—by Bert Enos 

How Abbott Laboratories has begun a program of consumer advertising 

for a new product without sacrificing its traditional ‘ethical’ approach April 1956 

Crossroads for Captive Plants 

A special study on the problems of operating internal 

printing facilities 

Sales Meetings Don’t Have To Be Expensive—by Lee Randon 

Story of how an agency hel - its clients stage successful 

sales meetings on low budgets y .....March 1956 

Less Than lc Per Impression—by Mildred Weiler 

The story behind an effective business movie produced 

for the Wabash Railroad ; 
199 Merchandising Publicity—by Morris B. Rotman 

Case History of how a publicity pees drew extra dividends 

through effective merchandising............ eiseaonsiaian April 1956 
200 Six Weeks From Planning to Sales 


How thorough planning licked a deadline ae ona 
national advertising campaign dda 


The following reprints are available at 50¢ each: 


171 How to Get Better Advertising Photos—by Errol Prince 
AR‘s two-part series of down-to-earth articles on oy 
and using advertising photos. ....2...0.00............ccccccceceeeseeseeeeeeeee : ..March and April 
172 202 Tips for Direct Mail Advertising 
A 16-page booklet reprinting AR’s two special articles on 
direct mail advertising 
177 The Use of Tape Recorders in Advertising—by H. Jay Bullen 
Two special articles on one of the most versatile tools used by admen— 


“The Use of Tape Recorders in Advertising” and ‘An Adman’‘s Guide 
for Selecting a Tape Recorder” March and April 


The following reprints are available at $1 each: 


201 Advertising Copyrights—by Robert J. Burton 
An up-to-date reference on the subject of copyright protection for 
all types of graphic art—a compilation of a series of 10 AR articles 
202 How I Solved It 


This 64-page book contains more than 125 selected ‘“‘How I Solved It” 
items submitted by AR‘s readers 


January 1956 


March 1956 


..May 1956 


February and May 
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tact prints through them, etc. He 
called upon other photo experts. But 
the net result was negative in terms 
of photographs suitable for reproduc- 
tion in AR. 

We've got a suspicion that photog- 
rapher Burrows will quickly hang up 
the phone next time we tell him 
we've got a “tough problem,” but 
meanwhile we’re curious to know if 
anyone has solved this particular 
photographic problem. We'll gladly 
publish the solution in “How I Solved 
It” and send ten bucks and our sin- 
cere thanks to the first person to come 
up with the answer. 


> Frank Block Associates, St. Louis, 
has recently issued the 1956 edition 
of the agency’s “Job Guide,” first 
published in 1951. Aimed at June col- 
lege graduates seeking jobs in adver- 
tising and public relations, the guide 
contains a listing of all local com- 
panies and organizations with pos- 
sible advertising or public relations 
jobs. Names of officials to contact are 
also listed. 

According to Frank Block, St. Louis 
has over 600 such job possibilities to 
offer. A nice piece of public relations 
by a public relations agency. 


> Graphic arts suppliers are doing a 
major job of promoting both commer- 
cial and fine art in the U. S. Each 
year, more names are added to the 
roster of those who are making spe- 
cial efforts to promote art in America. 

This year, for example, Strobridge 
Lithographing Co., Cincinnati, began 
a competition for the advanced stu- 
dents of commercial illustration at 
the John Herron Art School of Indi- 
anapolis. The students who enter the 
Strobridge competition are given un- 
restricted opportunity to do the best 
work of which they are capable. No 
limitations are placed on choice of 
subject, colors or style. 

Hoping to attract and encourage 
the finest art talent to enter the com- 
mercial art field, the Strobridge of- 
fices in Cincinnati, Milwaukee, Cleve- 
land, New York and Baltimore plan 
to conduct similar competitions in 





“Rocket Age”’ 


. . . Indianapolis winner 


commercial art schools in their area. 

The first competition at the John 
Herron school was won by Charles 
B. Guy of Kokomo, Ind., for his tem- 
pera painting, “Rocket Age” (see 
cut). All of the paintings have been 
reproduced in a full-color brochure 
which is available from The Stro- 
bridge Lithographing Co., 4530 Mont- 
gomery Rd., Cincinnati 12. 

Meanwhile, Atlanta Paper Co.’s 
“Painting of the Year” competition 
has just made its second annual 
awards. The $750 first prize went to 
Howard Thomas, professor of art at 
the University of Georgia, Athens. 
This contest is open to all artists liv- 
ing in Southern states. 

Atlanta Paper uses a reproduction 
of one of the top winners each year 
as a good-will gift. The basic aim of 
the competition is to bring nation- 
wide recognition to Southern artists 
and to highlight the cultural advance- 
ment of the South. 


>Next time you’re in Chicago, you 
might take a moment to visit the 
STA-Normandy House Gallery, 
which is celebrating its first anniver- 
sary, and looking back on a series of 
outstanding monthly exhibits of the 
work of the world’s leading graphic 
designers. The gallery is located in 
the Normandy House restaurant on 
Chicago Ave., just off Michigan. 


TRAFFIC GIRLS LOVE ... 


“Catch up on the paper work on this. 
The job was completed verbally — no 
ticket, no requisitions.” 


CHICAGO'S THIRD SEMI-ANNUAL 
national 


advertising 


industries 
EXPOSITION 


SEPTEMBER 16-1 19, 


... AIR-CONDITIONED... 


THIRD FLOOR EXPOSITION HALL 


MORRISON HOTEL 
CHICAGO, ILLINOIS 


Featuring The Newest In 


SALES & ADVERTISING HELPS 
PRODUCTION & PROMOTION 
DISPLAYS— GRAPHIC ARTS 
PACKAGING— VISUAL AIDS— SIGNS 
PHOTOGRAPHY — PREMIUMS 
FILMS — ART— PAPER AND 

ALLIED PRODUCTS AND SERVICES 


e Over 6000 Attended Last Show! 


Over 6,000 advertising and sales promotion men and women, from 
the Chicago Metropolitan area and several surrounding states, 
visited the last NAIE. These included Advertising and Sales 
Directors, Sales Promotion Managers, Merchandising and 
Display Managers, Premium and Business Gift Buyers, 
Art Directors and Photographers, Trade Association 
Executives, Graphic Arts Buyers and Producers, Ad- 
vertising Agency Executives, Direct Mail Depart- 

ment Managers, and Top Executives. 


Write on Business Letterhead for 
Guest Tickets or Exhibitors Information 


NATIONAL ADVERTISING INDUSTRIES EXPOSITION 
MARCUS W. HINSON, Associate Director 


19 S. LaSalle St. ° Chicago, Ill. * Ph. State 2-6337 
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Diagnosis of physical ills? 
Call in a specialist! 

Same with merchandising 
problems. WE’RE specialists 
in selling your product 


WHERE IT COUNTS: at the 
point of sale. 


Diagnosis... research and anal- 
ysis of your product and re- 
quirements. 


Prescription...inspired design 
and economical fabrication. 


Cure... prompt, carefully engi- 
neered shipment, for intact 
arrival and easy setup. 


You, too, can benefit 
from our profit-proved 
MIRACLE MEDICINE 
for ailing sales... 


write today for 
Y informative literature! 


display 
sales 


1638 GEST STREET 
CINCINNATI 4, OHIO 
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READERS 


Screen Process Fast 


e Lest the article in the July AR by 
Mr. Frederic Kammann titled “A 
System for Controlling Printing 
Costs” creates a wrong impression 
inasfar as screen process printing is 
concerned, permit me to point out 
that the indicated production speed 
cited in the article as “100 to 150 per 
hour, not commonly used for runs 
over 5000” is greatly misleading. 

I would like to point out that the 
majority of silk screen presses in 
smaller sizes (18x20”) deliver from 
1500 to 2500 impressions per hour, 
while larger silk screen presses in the 
35x45” or 38x52” range deliver from 
800 to 1500 impressions per hour, de- 
pending upon the type of stock proc- 
essed and the type of image to be 
reproduced. Even in semi-automatic 
or manual operations, production 
speeds are in excess of the maximum 
figure quoted by the writer of your 
article. 

Due to the fact that many types of 
work can be produced by screen 
process exclusively, in which instance 
screen process is not competing with 
other printing processes, the 5000 fig- 
ure for common employment of silk 
screen printing is no longer ap- 
plicable. 

The confining statement that screen 
process “prints on any kind of flat 
surface” should also be supplemented 
by mentioning that the process is also 
employed on curved surfaces as well 
as completely rounded objects. Bot- 
tles, glasses, cans, drums and similar 
items are effectively printed and dec- 
orated by silk screen printing. 

RALPH KARSTEN 
President, Screen Process Print- 
ing Assn. Intl., Chicago 


Suggests Classified Column 


e In all of the wealth of talent who 
read AR faithfully, there must be 
literally hundreds of very competent 
production men and artists who, for 
reasons of their own, might be inter- 
ested in changing positions either 
locally or out of town. On the other 
hand, there must be many organiza- 
tions who are seeking competent help 
all over the country. 

Why not add a help wanted and 
positions wanted classified section to 
this wonderful book of yours and 
give these people a chance to have a 
medium in which to contact one an- 
other? It would .. . make your book 


an instrument which will certainly 
give additional service to people con- 
nected with the graphic arts. 
Max J. KERSTEIN 
Production Manager, William N. 
Scheer, Advertising, Newark 
Sounds interesting to us, and we’d 
be glad to go ahead if there is enough 
interest among our readers. Can we 
have your thoughts? 


. Ed. 


Plea for Standardization 


e Billions of dollars are spent each 
year by advertisers contacting pro- 
spective buyers. They write ads, 
shoot pictures, hire artists, buy space, 
and pay printers. The science of ad- 
vertising is well developed and very 
effective. 

However, as a product user and 
buyer there is something I want to 
standardize. I believe all advertising 
men and agencies should encourage 
their clients to produce at least one 
standard size 3x5” card describing 
their product or service. The card 
should be included in or with hand- 
outs, mailings, and whenever possi- 
ble, business magazine advertise- 
ments. My file of products useful to 
my profession is an impossible thing 
consisting of material that I would 
like to use myself and offer others in 
my profession, if I could only find it 
in a reasonable length of time. 

I sincerely believe we all buy or 
recommend the purchase of some 
second choice items when we are un- 
able to locate the descriptive mate- 
rial for more ideal products that we 
have already been sold on through 
advertising. 

This is a frustrating situation for 
me as a buyer, and it must be more 
serious for advertisers and manufac- 
turers. 

A 3x5” card is a convenient file size 
because considerable information re- 
garding the product such as the name 
of the manufacturer, address of the 
sales representative, specifications, a 
picture, and, most important, the 
price, can be run on one or two sides. 

The material in my file consists of 
samples, post cards, all size letters, 
bulky folders, and personal cards. 
These things are not easy to file and 
some of them are impossible to find. 

If there should be some doubt as to 
the lead line or file title, several cards 
could be included for cross file under 
several listings. 





Craftint en was 


the most complete 


Shading Medium Catalog 


in the world! 


ADD sales impact to layouts 


and finished art! 


THE CRAFTINT MANUFACTURING CO. 
CRAF-TONE SHADING SHEETS... the no glare, self-adhering all-pur- 
pose, efficient, economical overlay shading medium . . . 294 patterns! NEW YORK CLEVELAND CHICAGO 


CRAF-TYPE... the versatile, improved paste-up type that speeds com- 
position and really cuts typography costs! 279 Fonts, faces and sizes 


CRAFT-COLOR ... 19 brilliant, nonfading Translucent colors on self- 
adhering clear plastic sheets! 


SINGLETONE DRAWING PAPER... achemically treated drawing paper 
with a single hidden tone for straight shading effects! 59 Patterns! 


BLACK AND WHITE TOP SHEET SHADING FILMS. . .Transparent over- 
lay film for shading effect in line copy! 59 black also white screens 
with removable dots and patterns! Ideal for newspaper and photo en- 
graving shops. 


MULTI-COLOR PROCESS. .. reduces 4 color printing costs. The only 
reliable, inexpensive method to make plates for color printing! 


CRAFTINT DOUBLETONE DRAWING PAPER AND TRACING VELLUM. 
17 original two screen patterns that you develop. Two separate “in- 
visible” shading tones processed into the paper to get third dimen- 
sional effects. 
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CRAFTINT MANUFACTURING COMPANY 
1615 COLLAMER AVE CLEVELAND 10, OHIO 


Yes, send me the world’s most 
complete Shading Medium Catalog 


Name 
Company 
Address 


I icicle State 
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PO 
een 
NF 74 


Oe 


gnecnion 


On guard 24 

hours a day, to 

protect your 

sales promotion 
.. Eureka 


Safety Paper 


Corio! 


Constantly 


watching the 
trend of your 
business... 

Eureka Serial 


Numbering 





PROTECTION AND CONTROL ARE TWO 
WORTHWHILE ADVANTAGES OF TURNING 
TO EUREKA FOR YOUR TRADING STAMPS, 
COUPONS, CERTIFICATES AND TRADING 
STAMP COLLECTION BOOKS. YOU SOON 
DISCOVER OTHER BENEFITS. FOR THROUGH 
TOP-FLIGHT KNOWHOW EUREKA PROD- 
UCTS COMBINE SERVICES THAT ASSURE 
THE SUCCESS OF YOUR PROMOTIONAL 
EFFORTS. 

WE'D LIKE TO TELL YOU MORE ABOUT IT, 
— WON'T YOU DROP US A LINE? 


ABA 
See 


EUREKA SPECIALTY PRINTING CO., 
568 ELECTRIC STREET, SCRANTON, PA. 


MANUFACTURERS OF WORLD FAMOUS 
DUPLISTICKERS, DUPLIQUIKS and DUPLISNAPS. 
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The sales pitch—all about how 
wonderful the product is and how 
other people use it and how it will 
serve me can be on 11x14” or bill- 
board size paper, but I want to start 
a movement to standardize the mate- 
rial that goes into my reference file. 

Let’s call it the AASA, American 
Advertising Standards Assn. 

Britt Cox 
Public Relations, Northrup Air- 
craft Inc., Hawthorne, Cal. 


Ceramic Trademarks 


e Could you give us the name of a 
company that can reproduce our 
trademark in a ceramic figure? 
Tuomas S. Hoox 
Pemco Corp., Baltimore, Md. 


Marketing Questionnaire 


e We would very much like to get a 
marketing questionnaire used by 
some advertising agencies for new 
accounts. Do you have any which we 
could look at, or can you refer us to 
someone to whom we can write for 
this information? 
E. L. SPEER 
E. L. Speer Advertising Agency, 
Racine, Wis. 


Sales Training Program 


e I am interested in getting informa- 
tion on books or pamphlets that 
would be of assistance in establishing 
a sales training program. Something 
like this should cover the basic out- 
line along with methods of operation, 
and should be geared for men calling 
on the industrial trade. 
Pau. H. BENNETT 
Southern Division, Dobeckmun 
Co., Atlanta, Ga. 


Stamp Applicator 


e Do you know of the existence of a 
stamp applicator and envelope sealer 
other than the meter type? Our prob- 
lem is to get an inexpensive machine 
for relatively small mailings, and at 
the same time lend the personal touch 

of an actual stamp. 
Jack CHARLES HILL 

Manville, R. I. 


P.O.P. Expenditures 


e We would appreciate it if you 
would send us any information you 
have concerning the amount of mon- 
ey spent by corporations on point of 
purchase material as well as outdoor 
signs other than 24-sheets and spec- 
taculars. 
Rosert MOLDAFSKY 
The Martin Company, St. Louis 


Correction, Please 


| 
| 
| e I have just noticed what is un- 
| questionably an error in your 
| fine June issue. On page 81, un- 
der Item 28—“Combination Dis- 
play”—you give credit to Kindred 
| MacLean & Co. for the floor stand 
| for Colgate-Palmolive Co. The 
. fact is that we created and pro- 
duced the corrugated floor stand 
| and Kindred MacLean did the 
lithographed superstructure. 
Incidentally, this display is one 
7 of six winners we had in the Com- 
| bined Display class at the annual 
LNA competition. 
S. Paut BoocHeEver 
Vice-President in Charge, Dis- 
play Division, Gibraltar Cor- 
oe Paper Co. Inc., Clif- 
| ton, N. J. 
| 
| e Attached is a reprint in Apver- 
| tistnc REQUIREMENTS of the win- 
ners in the LNA Competition. 
Included is No. 23, a floor merchan- 
diser, produced by Schmidt Litho- 
| graph Co. for Dow Chemical. Un- 
| fortunately, the magazine locates 
| Schmidt Lithograph Co. in Mil- 
| waukee. A check of the list of of- 
| fices contained in our ad indicates 
that although Schmidt is in nu- 
| merous cities, Milwaukee is not on 
| the list. 
| Oops! 
| Jack WICHERT 
| National Advertising Man- 
ager, Schmidt Lithograph Co., 
San Francisco 
| 
| 
| 
| 


Glad to give credit where credit 
co 


is due 


Transportation Advertising 


e Could you furnish a short bibliog- 
raphy on transportation advertising 
and merchandising? 
LEON SILLS 
Advertising Workshop, New 
York 


Attracting Booth Audiences 


e I have a question that you might 
publish so that I could get answers 
from other PR men. The mechanics 
of an exhibit booth—artwork, copy, 
etc.—is no problem. The problem 
comes in trying to find some action or 
some way to attract people into the 
booth, bearing in mind a certain 
amount of propriety which must be 
adhered to. I plan to give away litera- 
ture and show a movie but beyond 
that point I am stumped. 
Howarp G. WHITE 
PR Director, Community Chest 
of Louisville, Louisville, Ky. 





Tecunicat Teamwork 


...THE COLLABORATION 
OF FIVE PARTNERS ett sien 


MILANESE 
EXPERT PM’s know how much better it is to deal with 
a capably-staffed service organization actively-managed 
by owners who are adept craftsmen. 


They realize that— under the personalized supervision 
of proficient partners—the highest standard of 
excellence, technical skill and painstaking industry 
can be expected at all times. 


Such management is personified by the five owners of 
INTERNATIONAL COLOR GRAVURE and SUPERTONE 
whose list of regular customers includes many of the 
nation’s leading advertising agencies. 


Since 1945 the quintet has collaborated in directing a 
reliable service for reproduction in monotone gravure and 
in preparing color positives. The background of each owner 
typifies the extensive experience each contributes. 


WILLIAM A. MILANESE, one of the partners, was a serious 

art student even as a youngster. His first job, for several years, was with New York’s 
great Metropolitan Museum of Art. He continued his studies, became a 

gravure technician on an important mass publication, spent 17 years with 


major gravure printers as a craftsman and, later, served successfully on the 
selling end of the business. 


Today, “Britt” MILANEsE and his partners personally supervise all activities at 
INTERNATIONAL COLOR GRAVURE and at SUPERTONE and offer the accuracy 
and dependability PM’s need. 


ROTOGRAVURE ENGRAVERS 


é; fs f SPECIALIZING IN COLOR 

39 West 60th St. SK 
NEW YORK 23, N.Y. WC. 
Phone: Circle 5-8750 


LOS ANGELES Sales Office: 232 East 4th St., Phone: MUtual 7136 


480 Lexington Ave. 


SUPERTONE, INC. ‘ew york 17,N.¥. 


Phone: Plaza 3-9468 
ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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A NEW 


WATERLESS 
DECAL SIGN .... 


b 





y 
A\MERICAN 
DECAL 





PERMANENT TYPE ADHESION 
FOR VALUABLE YET FREE AD 
SPACE ON DEALERS... 


=> doors 


/= windows 
mau = vehicles 
cabinets 
fixtures 
mirrors 


backbars 







REMOVE 
BACKING 


ON TO 
SURFACE & many 
others 
At last! A ‘pressure sensitive’’ decal sign that 
is applied in seconds without water — yet 


adheres with the same permanence and dur- 
ability of a stondard type decal sign... 
advertisers first trying PRESTO-CALS report, 
“Our salesmen love them!" 

Extra heavy duty for outside weather and 
wear . . does not interfere with window 
washing! After setting (approx. 24 hrs.), the 
PRESTO-CAL can not be easily removed by 
children, storekeepers or competitive salesmen 
os ordinary paper ‘‘pressure sensitives’’ 


@eeaeent @ 7 2&2 * Ste 


Write for Jree SAMPLES 
AND LITERATURE 
ON YOUR LETTERHEAD, PLEASE. 


e*feeaee 
eeteeaeec 


AA merican MDecalcomania fo 
4344 W 5th Ave, Dept. M, Chicago 24, Ill 
ene i, ee ee eee 

Ca) a ce ; ‘ ‘ 


ar do 
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I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Uses “Type-Tricks” 


For Unusual Effects 


For that “different” type look 
without the use of special equipment 
or extra expense, we've found an 
effective trick that may be helpful to 
others. 


We needed a bolder heading than 
any typeface we had available, but 
we didn’t have time to place a special 
order. So we locked up a medium 
sans-serif and pulled a half dozen 
proofs. Then we moved the type 
slightly to one side with a brass in- 
sert, and ran the proofs through a 
second time. Result: a smart, new- 
looking, bolder line! But that second 
lock-up must be done very carefully. 

This second proofing works well 
vertically, and a Stymie type can be 
made to look like a P. T. Barnum, 
with its over-thick serifs. The Fu- 
turas and Lydians — faces that are 
neither too thick nor too thin — can 
be handled in this way, but be careful 
of Bodonis, Caslons, Garamonds, and 
other fine-serifed faces. 


VERNON L. KissiG 
Sales Promotion Mgr., Helms 
Bakeries, Los Angeles 


Double Use of Artwork 
Obtained by Colorstats 


How do you get the same piece of 
artwork in two places at one time? 
That was the big question facing us 
when a client, who had purchased 
$2,500 worth of full-color illustrations 
from us for a series of greeting card 
albums, blithely requested we send 
the artwork to the New York gift 
show at the same time it was due at 
the printer! 

Luckily we were able to make up 
exact size and color samples of each 
record album by ordering colorstats 
from the same blueprinter who makes 
black-and-white photostats for us. 

They took only one day of our 


limited time schedule to get and the 
quality, speed and low cost (about $6 
for each print) pleased the client no 
end for his purpose of gift show 
presentation. 


This freed the original artwork for 
printing and everyone was happy! 
ROBERT MAGNANTE 
Art Director, Sales & Magnante 
Studio, Beverly Hills 


Wrap-Around Label Saves 
Time and Lends Variety 


Give your next catalog or mailing 
piece a lift by using an address label 
on gummed stock, letting it wrap 
around the opening edge. 

These labels are easy to handle 
when being addressed, and they can 
be sorted by state and city, if neces- 
sary, before being applied. By using 
a different color for the label stock, 
you get another color into your mail- 
ing without any additional charge. 

To apply the labels both neatly and 
rapidly, print two dots on the mailer 
to mark the position of the corners 
of the label. 

JAMES MATTHEWS 
Advertising Manager, Washer 
Bros., Fort Worth 


Saves Time on Layouts 
By Making Master Sheet 


Working in department store ad- 
vertising where daily layouts are 
measured in columns and inches, I 
found a way to cut work time in half. 

I simply made a master sheet of 
columns with inches (or lines) and 
by slipping it under my layout paper, 
I trace off any size ad necessary 
without tedious measurements. 

This master layout sheet can be 
used time after time. 


ASHTON MITCHELL 
Art Director, Miller & Rhoades 
Inc., Richmond, Va. 


for ADMEN 


e Effective Advertising Copy, Mer- 
rill De Voe, The Macmillan Co., 
New York, 695 pages, $8.75 . . . While 
this book was designed chiefly as a 
text for college courses in advertising 
copy, it also considers the copy prob- 
lems faced by advertising manage- 
ment. Bridging the gap between the 
college student level and the experi- 
enced advertising practitioner 
through the use of technical copy 
principles integrated into basic ad- 
vertising literature, the book is well 
worthwhile for working copy 
writers, copy planners, creative di- 
rectors, and advertising managers as 
well as students. Among the copy 
problems treated in this book are the 
appraisal of product interest, the 
evaluation of the need for extraneous 
devices, the use of copy techniques, 
and the construction of effective end- 
ings both for direct-action advertise- 
ments and for those that have in- 
direct-action objectives. Although 
the book is devoted to the “sales” 
aspects of advertising, it does give 
careful attention to the principles of 
actual composition with separate 
chapters on the techniques of em- 
phasis, unity, and sequence. 


e Industrial Marketing, Alexander 
Cross Cunningham, 572 pages, Rich- 
ard D. Irwin Inc., (Homewood, IIl.), 
$7.95 ... A comprehensive treatment 
of problems and policies in marketing 
various types of products to indus- 
trial buyers, this book can be equally 
helpful as a classroom text book or 
as a “bible” for business concerns 
engaged in running training pro- 
grams on industrial marketing. Ap- 
proximately half the book covers 
basic considerations relating to in- 
dustrial goods and marketing char- 
acteristics with information on plan- 
ning activities in terms of product 
lines, markets, distribution outlets, 
and over-all marketing strategy. The 
rest of the book contains a treatment 
of the management of physical dis- 
tribution and financing, three chap- 
ters on pricing (including one on 
geographic price structures), and a 
complete section on “Getting the 
Goods Sold.” This section includes 
chapters on managing industrial 
sales forces, related advertising and 
sales promotion. Managerial control, 
efficiency evaluation, and information 
on governmental selling and regula- 
tions are also included. 





i 
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“School” your prospects 


to buy your product 
Display it in an H&D Selmor® 
Floor Display Stand. 


HINDE & DAUCH 


Subsidiary of West Virginia Pulp and Paper Company 


Send for Free Booklet --*‘How To Select Vending 
Displays”’ -- Hinde & Dauch, Sandusky 18, Ohio 
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=a ) Pn YOUR 
WA) COMPLETE 
SALES STORY 


when you use 


Your complete sales message gets a 
free ride with regular mail when you 
specify Brownville for those creative 
mailing pieces. A 17 x 22 SEA FOAM 
broadside stays comfortably under the 
3-cent rate in mailing with the average 
invoice. And too, you'll be amazed at 
the printability of al! three Brownville 
lightweights. Easy to handle, smooth in 
delivery, these Brownville papers lie flat 
to produce attractive, unusual effects in 
black or in color. 


Try These Lightweights 
On Your Next Job 

SEA FOAM BOND—? lb. manifold. Ideal 
for second sheets, business forms, stuf- 
fers, broadsides, folders. 
STARLITE OPAQUE BOOK —da ‘strong 
30-Ib. book with maximum opacity for 
fine color work. Dull or gloss finish. 
Tops for package inserts and brochures. 
Gloss takes 100-screen. 
ST. LAWRENCE OPAQUE—a 12-lb. bond 
with opacity and economy of weight. 
Unexcelled for snap-outs, multi-copy 
forms, booklets, price lists. 


WRITE on your letterhead for 
free sample book of each 
paper. Address Dept. AR-4. 
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NOVEMBER 1956 


Nov. 1-30 


Gift Cheese Shopper's Time . . . sponsored 
by American Dairy Assn., 20 W. Wacker 
Drive, Chicago 6. 


Butter-Baked Turkey Time . . . sponsored 
by American Dairy Assn., 20 W. Wacker 
Drive, Chicago 6. 


Nov. 1 


National Authors’ Day . . . sponsored by 
Mrs. Nellie McPherson, Bement, III. 


Nov. 2 


World Community Day . . . sponsored by 
United Church Women, 175 Fifth Ave., 
New York 10. 


Nov. 4 


“Freedom of the Press’ Sunday 
sponsored by Council of Liberal 
Churches, 270 Park Ave., New York. 


Nov. 4-10 
National Cat Week . . . sponsored by 
American Feline Society Inc., 41 Union 
Square West, New York 3. 


National Fresh Cranberry Week 
sponsored by Eatmor Cranberries Inc., 
1144 W. 14th Pl., Chicago. 


Nov. 6 
Election Day 


Nov. 10 


National 4-H Achievement Day .. . spon- 


sored by U.S. Department of Agriculture, 
Washington 25, D. C. 


Nov. 11 
Veterans’ Day (formerly Armistice Day ) 
Nov. 11-17 


American Education Week . . . sponsored 
by American Legion, 777 N. Meridian St., 
Indianapolis; National Congress of Par- 
ents and Teachers, 700 N. Rush St., Chi- 
cago; National Education Assn., 1201 16th 
St. N.W., Washington, D. C.; Office of 
Education, Dept. of Health, Welfare and 
Education, Washington 25, D. C. 


Optimist Week . . . sponsored by Optimist 
International, 1721 Railway Exchange 
Bldg., St. Louis 1. 


Nov. 13-19 


National Truck Transportation Week .. . 
sponsored by Independent Advisory Com- 
mittee to the Trucking Industry Inc., 1000 
Vermont Ave. N.W., Washington, D. C. 


Nov. 15-Dec. 31 


Christmas Seal Sale . . . (50th Annual) 
sponsored by National Tuberculosis 
Assn., 1790 Broadway, New York 19. 


Nov. 18-24 


National Children’s Book Week . . . spon- 
sored by Children’s Book Council, 50 W. 
53rd St., New York 19. 


Diabetes Week . . . sponsored by Ameri- 
can Diabetes Assn., 1 E. 45th St., N. Y. 17. 


National Cage Bird Week . . . sponsored 
by National Cage Bird Week, P.O. Box 
943, Fond du Lac, Wis. 


National Latin America Week . . . spon- 
sored by Richard B. Falk Associates, 220 
W. 42nd St., New York 36. 


Nov. 20 

Thanksgiving Day 
Nov. 21-28 

American Home Week 


Nov. 25-Dec. 1 


National Prosperity Week . . . sponsored 
by Christmas Club, 230 Park Ave., N.Y.C. 


“Management Bookshelf” 
Lists Popular AMA Buys 


The American Management Assn. 
has issued a “Management Book- 
shelf,” a catalog of its best-selling 
guidebooks and reports. Subjects 
covered include automation, produc- 
tion planning, stockholder relations, 
selection of salesmen, sales adminis- 
tration and effective communication. 
Each book is briefly described. Special 
reprints, series publications and AMA 
periodicals are also listed. 

General aim of the publications is 
to provide the executive with reports 
on the latest developments in his spe- 
cialized field as well as with solutions 
to broad management problems. Cop- 
ies of the catalog may be obtained by 
writing on a business letterhead to 
American Management Assn., 1515 
Broadway, N. Y. C. 44 
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“As of the 15th of the month, you will 

change your style of drawing from a crisp, 

clean line to the new beautiful, studied- 
careless, sloppy, indefinite technique!” 
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.....the finest printing 


gives you faithful reproduction —colors 

exactly the way you want them. Interstate Printing 
Company does just that. 

For instance: Interstate’s customer wanted 

the tile illustrations shown at left and on the 

back of this page to perfectly match the colors of 
the tile itself. That’s what they got. Interstate 
actually shot the tile rather than using a color 
photograph, or transparency, to reproduce 


from. The result was a perfect match. 


The finest printing, that’s what you pay 


for. Do you always get it? If you don’t, try us. 


How about inserts? We print them the way you 


want them—and we’ve never missed a deadline. 


PRIN TEN G 


Mam Bt torineG 













The finest printing. Fast service. 


Unusual effects— Day-Glo, metallic inks, die cut. 
We never fail to make a delivery on time. 


LETTERPRESS OR OFFSET 


PRIN TIN G 


‘CAPIFP OC 2-998 07 e M&M BUILDING ° HOUSTON 2, TEXAS 


This insert printed offset using bi-metal plates recently 


developed by P.D.I., Inc.- Subsidiary of Time & Life 


Conventions 


AUGUST 


13... “The American Showcase”—75 na- 
tionally known companies to exhibit wares 
in conjunction with the Natl. Democratic 
Convention, Chicago International Amphi- 
theatre, Chicago 


24-28 . . . Mail Advertising Service Assn. 
Int., Drake Hotel, Chicago 


SEPTEMBER 
5-8 ... Intl. Assn. of Electrotypers & Stereo- 
typers, Inc., Lake Louise, Alberta, Canada. 


10-12 . . . 18th Annual Forum, Packaging 
Machinery Manufacturers Institute, Hotel 
Statler, Cleveland 


10-13 . . . Premium Advertising Assn of 
America Inc., Hotel Sheraton-Astor, New 
York 


11-14 . . . Packaging Machinery and Mate- 
rials Exposition of 1956, Public Auditorium, 
Cleveland 


19-22 ... Natl. Assn. of Photo-Lithographers, 
24th annual convention, Hotel Commodore, 
New York 


22-25 . . . Advertising Specialty Natl. Assn., 
Palmer House, Chicago 


27... Magazine Publishers Assn., fall 
meeting, Westchester Country Club, Rye, 
N.Y. 


OCTOBER 
1-3 . . . Direct Mail Advertising Assn., an- 
nual convention, Statler Hotel, New York 


8-10 . . . American Photoengravers Assn., 
Statler Hotel, Detroit 


11-13 . . . Intl. Typographic Composition 
Assn., 37th annual convention, Toronto 


15-16 .. . Inland Daily Press Assn., annual 
meeting, Drake Hotel, Chicago 


20-22 . . . Screen Process Printing Assn, 
Sherman Hotel, Chicago 


21-24 . . . Assn. of Natl. Advertisers Inc. 
Drake Hotel, Chicago 


New Duplicator Features 


Automatic Refinements 


A duplicator that eliminates hand- 
cleaning of the blanket has been de- 
veloped by Addressograph - Multi- 
graph Corp., Cleveland. 

In addition to an automatic blanket 
cleaner, which removes the image 
from the blanket in less than five 
seconds, two attachments have also 
been introduced for use with the 
unit. 

The first controls moistening of the 
master, while the second, an auto- 
matic master clamp cylinder, pro- 
vides a fast means of attaching 
straight edge Multilith masters. 

According to the company, the new 
Model Class 1250—teamed with the 
Multilith master—is able to handle 
almost any type of paperwork rou- 
tine. 44 


High selling efficiency 
can be yours when you switch 
to Heinn Loose-Leaf Binders 


for your catalogs and sales manuals. The Pyle-National 


Company, Chicago, knows the truth of this promise from 
results of its own comprehensive new catalog . . . Heinn-covered for 
beauty and long service, Heinn-indexed for three-second fact finding. 
This manufacturer, like many others, reports compliments 

from the trade and increased selling efficiency — 

exactly what you’d expect of a catalog that 

gets far more attention and use than 

any previous ones. 


If you have a sales meeting 
scheduled, ask for copies of 
Heinn’s copyrighted “Trib- 
ute to a Salesman,” available 
without charge as a pocket 
folder or display piece. It 
will help your salesmen un- 
derstand the importance of 
their work. 


Sales -hashioned Heinn Loose-Leaf Binders make your 


salesmen more productive, keep your product messages 
before dealers between sales calls, reduce order 
correspondence and impress your trade. Thou- 

sands of sales executives know these 

facts because they're Heinn cus- 

tomers. You can learn the 


sales-making Heinn 
plan by mailing 

this coupon: 

ane 
of Cc o 

Le “ “ ace at ype we 

o* ant Copyright 1956, by ”” ala aay 
The Heinn Company, Milwaukee -—~ _..- oO bs 


for more details circle 389, page 97 


August 1956 ¢ ar « 17 





produce aunty effects 


with REGULAR inks...at LOW COST...on 


Currency Cover 


CASEIN OATED 


GOLD COATED | wits" 
SILVER COATED J joan 


Metallic both sides 


If you’re looking for a rich, metallic coated, quality- 
impression stock to produce unusual effects at low cost for 
your catalog, brochure, binder, annual report, menu, 

etc., — you'll find it in Currency Cover. 


For here is a gold-coated or silver-coated sheet on which 
you can lay regular inks* without difficulty by letterpress, 
*Proxylin inks offset, or silk screen. White ink takes beautifully, 
not required. halftones are sharp, and folding is perfect. 


It is a “natural” for doing the unusual, and the 
economy you will find to your liking. 
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Crosses Requirements 


Breakfast 
on the 
House 


... helps a California chain of supermarkets start new 


stores off with a bang and pick up volume when it begins to lag. 


By Bert Goldrath 


“Nothing has made firmer friends 
for our 15 retail food stores than Lee 
Bros.’ famous Chuck Wagon break- 
fasts,” declares Bill Lee, co-owner of 
the chain which has its headquarters 
in Hayward, Cal. 

Lee Bros. stages each of the events 
with great fanfare. They are held at 
least once a month, sometimes twice. 
Up to 2,000 persons are served from 
9 a.m. to noon, always on a Saturday, 
and everything is free. From a spe- 
cially-built glassed-in booth set up in 
front of one of the Lee Bros.’ stores, 
guests receive an all-out old-fash- 
ioned cowboy-style breakfast. It con- 
sists of a six-ounce portion of orange 
juice, three or four hotcakes with 
butter and syrup, one or two eggs in- 
dividually pan-fried in butter, two 
pork sausages and an eight-ounce 
mug of hot coffee. Diners move into 
the front of the store to a 5x30’ table 
for seasoning, condiments, sugar, 
cream, butter and syrup. Paper plates 
and cups are used, with wooden forks 
and spoons. 

Nor is that all. Children are hoist- 
ed aboard Bill Lee’s own Palomino 
parade horse, the valuable Del Rey, 
and photographed free. Percy Cannis, 
Lee’s real estate manager, operates 


a rented electric Beattie Portronic 
camera that takes 350 pictures on a 
roll of film. The finished pictures are 
later posted on a bulletin board on 
the store, so that parents can get 
them without additional clerical 


labor. 


>A production like the Chuck 
Wagon breakfast doesn’t just happen. 
There is considerable planning be- 
hind it, but Lee Bros. has reduced the 
job to its simplest elements. Thus 
each breakfast comes off smoothly. 
The idea is to try to hold at least one 
a year at each store. A breakfast is 
always held soon after the opening of 
a new store—and the chain will open 
six new units in 1956. Breakfasts also 
are used to “hypo” stores whose vol- 
ume may be lagging, and results are 
decisively fruitful. 

Sales of the company’s own brand 
of eggs climb as much as 50% fol- 
lowing the Chuck Wagon’s appear- 
ance. On the day of the breakfast 
over-all volume is sometimes up a 
third. It continues as high as 10% 
better through the following Satur- 
day, often much longer, and is esti- 
mated at better than 6% average 
over-all. At the recent San Mateo 
store opening total volume was great- 
er one week later than on the day of 
the breakfast. 


A big advertising splash launches 
the breakfasts, consisting of two- 
color throwaways, and of 2-column 
by 8” mats dropped into page ads in 
the local newspapers. The promotion 
manager, John Stark, personally 
tours the neighborhood in a truck and 
trailer bearing huge “Chuck Wagon” 
signs, using an air horn to blast for 
attention. 

“An ordinary free breakfast doesn’t 
seem to pack the dramatic punch that 
ours do,” says Bill Lee. He speaks 
from two years’ experience in stag- 
ing these events. The Western angle 
comes naturally to Bill who, besides 
sharing management of the chain 
with his brother Bob, operates his 
own ranch. 


> A week or two before each break- 
fast he installs Del Rey’s elaborately 
silvered saddle atop a hay-trimmed 
pedestal in the store which is next in 
line for the big spree. Set up in a wide 
aisle near the row of checkstands it 
arouses wide community interest. 

On the day of the breakfast, rain or 
shine, a 114-ton truck arrives early 
with the knocked-down booth. Each 
section of the booth is numbered for 
easy assembly. Setting up requires 
two hours; taking down, one hour. 
The booth measures 22x6x8’. It was 
designed by Walter Bates of Ray 
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Everybody pitches in . . 





. When its time to get breakfast, the posts in the cook-house 


are manned by Lee executives, who enjoy this extra-curricular culinary duty. 


Winther Co., San Francisco refrigera- 
tion engineers, in conference with 
Lee Bros. executives. Total cost is 
estimated at $600. Construction is 
of natural-finished relief-grain ply- 
wood on the exterior, enameled in- 
side for sanitation. It includes two 
electric ventilating units and electric 
wiring for the entire cooking setup, 
plus wiring for a public address sys- 


tem. Bolts and wing nuts hold the 
sections together. 

The horses, used to lend atmos- 
phere and as “props” for photograph- 
ing children, arrive in a two-horse 
ranch trailer pulled by a half-ton 
pickup. 


> Personnel involved in working the 
breakfasts are administrative, since 


the events are held on a Saturday. 
Exceptions are when local union reg- 
ulations insist on demonstrators be- 
ing hired. Two men are used on frozen 
orange juice—one to prepare and the 
other to dispense; for hotcakes, one 
man fries and another mixes batter 
and serves as a relief; eggs are fried 
in pans rather than on a grille, so two 
men are needed; one man works on 
sausages, and three men handle the 
coffee detail. Three more are needed 
outside the booth to maintain order 
and see that everyone is satisfactorily 
served. Two wranglers are used to 
tend the horses and lift up the chil- 
dren to be photographed. Most work- 
ers wear cowboy attire — gingham 
shirts and Levis. Cooks can’t wear 
ten-gallon hats on account of health 
rules. 

Serving substantial enough por- 
tions so there’s no need to go back 
for “seconds” is important, Lee points 
out. This lets everyone who comes 
have a turn. He notes that the store 
volume not only doesn’t slacken dur- 
ing the breakfast but actually picks 
up. 

Cost of staging the Chuck Wagon 
sessions is really negligible compared 
to results, he says. In the first place, 
most labor is not chargeable. Second- 
ly, suppliers in most cases gladly 
contribute their products. Some even 
dispatch their salesmen to help. 

“An ordinary giveaway, like a tele- 
vision set,” says Lee, “can arouse a 
lot of interest, but it only makes one 
person happy. We feel that we make 
everyone in the neighborhood happy. 
And when they’re happy they'll buy 
their groceries at a Lee Bros.’ store.” 

44 


e@ What Every Adman Should Know About Copying Machines | 
AR presents a comprehensive round-up on how copying machines are being used 


by advertisers and agencies to solve dozens of production and administrative 
problems. 


@ The Use of Christmas Gifts in Business 


AR’s annual report on the use of Christmas gifts for business purposes . . . includ- 
ing a guide to what’s new and interesting in gifts for 1956 holiday giving. 


Next 


e The Gift Market Lasts All Year 


Month 


Christmas isn’t the only time when your product can meet the requirements of 


‘ the gift market. Here are ten points for checking your product’s potential as a 
in fast-selling gift item. 


AR 


Taking the Post from Pillar to Post 


When the Saturday Evening Post wanted to tell the story of its readership 
research, it planned a complete—and expensive—road show ... but found it to be 
the least expensive way of reaching the right people with a complicated message. 


e@ Full Color at Bargain Prices 


A case history telling how careful coordination of printing and advertising 
schedules permitted a national advertiser to use full-color inserts on a black-and- 
white budget. 
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How to Squeeze 
Every Ounce of 
Benefit out of 

An Anniversary 


Hard-cover book . . . played central role in centennial celebration. 
A prestige item, separate chapters were merchandised to special 


groups of editors 


Ferry-Morse Seed Co. substituted planning for money and came up with a 


By Etna M. Kelley 


The Ferry-Morse Seed Co., De- 
troit, is large for its field, but small 
in comparison with many of the na- 
tion’s industrial concerns. The fact 
that it could devote only a fraction of 
its $250,000 advertising appropriation 
to observance of its centennial did 
not deter the company’s management 
from setting out to drain the last 
ounce of benefit from this event. To 
an impartial observer, this objective 
seems to have been achieved. Here is 
the story of how it was done. 

The high spots are these: Plan- 
ning started early and was thorough. 
There was good teamwork on the 
part of the various company execu- 
tives concerned and Frederick G. 
Brownell, Detroit public relations 
consultant, who handled the details 
of the celebration. As news hooks for 
the press, the company introduced its 
handsome “New Century Zinnia,” 
and announced a forthcoming re- 
search center, on which work has 
already begun. Every possible tie-in 
potential, promotional device and 


centennial celebration that blanketed its market. 


outlet for publicity was explored. 

As a result of this procedure, arti- 
cles and picture stories have ap- 
peared in scores of magazines, news- 
papers and house organs; television 
and radio programs have dramatized 
or otherwise featured Ferry-Morse 
and its activities; there have been 
pageants, historic exhibits, displays, 
etc. Commemorative tributes and 
gestures have ranged from a centen- 
nial poem by Edgar Guest to an ex- 
hibit by the Chrysler Corp., “An ar- 
rangement suitable for a seed catalog 
cover,” in the Michigan Horticultural 
Society Flower Show. 

Benefits began with the publication 
of articles in 1954; they reached a 
climax in the spring of 1956 (the 
actual birth date was celebrated on 
April 16); seeds of publicity previ- 
ously planted will continue to bear 
fruit well into 1957. 


>The biggest investment in connec- 
tion with the anniversary observance 
was for a company history in hard 
covers, The Seeds of Tomorrow—a 
highly profitable one in view of the 


extensive use made of the material 
in it by editors and radio and tv 
producers. Generously illustrated, it 
consists of 13 chapters. Text is by the 
company’s public relations consult- 
ant, Frederick G. Brownell. It was 
designed by Mack Stanley, who made 
excellent use of the additional color, 
green, particularly in the beautiful 
end papers. The text is interestingly 
presented, without the puffery that 
sometimes characterizes such works. 
Though the story of the company is 
given, the book is largely a history 
of the seed business in America; this 
will make it a permanently useful 
reference work. 

Brownell’s method of “merchan- 
dising” the book consisted of sending 
typescripts of the material to editors, 
hand-picking them as logical outlets, 
as soon as a phase of research had 
been completed. Through this plan 
he was instrumental in getting The 
Saturday Evening Post to publish 
an illustrated feature article, “Your 
Garden Is Their Business,” in April, 
1955; an article, plus front cover color 
photograph of Stephen Beale, Ferry- 


August 1956 ¢ ar « 21 








Typical tie-in window . 





. . This bank window was only one of a large number which were 


devoted to the centennial, using materials supplied by Ferry-Morse. 


Morse president, in the April 14, 1956 
issue of Business Week, and stories 
in such publications as the Christian 
Science Monitor, Newsweek, Popular 
Mechanics; plus numerous garden, 
horticultural and seed journals. A 
front-page story, “Garden Time,” in 
the Wall Street Journal, February 15, 
described the seed industry as a 
whole, but devoted major space to 
the soon-to-be-100 Ferry-Morse 
Seed Co. 

As the various articles appeared, 
they too were “merchandised.” Some 
were reprinted and distributed in 
various ways. The circulation depart- 
ment of the Saturday Evening Post 
helped promote the article it had 
published, distributing posters to out- 
lets selling Ferry-Morse seeds. The 
chain of Cunningham Drug Stores, 
which sell Ferry seeds, not only ex- 
hibited the posters, but also plugged 
the article on four radio stations, ten 
different times. 


> The official publication date of the 
book was that of the company’s birth- 
day, April 16, and copies had been 
distributed to guests ten days before 
the press party, held at the Hotel 
Sheraton-Cadillac on that date. Each 
had also received a “fact sheet,” out- 
lining briefly the contents of each 
chapter. This made it easy for busy 
editors to turn quickly to the sections 
most easily adapted to publication 
for their readership. As an example, 
a general publication might be most 
interested in Chapter 1, “A Seed Is 
Sown,” which gives a historical sur- 
vey of the garden-seed business and 
a brief history of Ferry-Morse; a sci- 
ence journal might prefer Chapter 3, 
which tells how F-M plant breeders 
create new varieties of vegetables 
and flowers, or Chapter 6, which de- 
scribes the testing of seeds in the 
laboratory, in the greenhouse and 
under actual outdoor growing condi- 
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tions. For the home gardener, there 
should be keen interest in Chapter 
10, “A Dime’s Worth of Heaven,” and 
Chapter 11, “Spring’s First Harbin- 
ger.” 

Other recipients of the book were 
out-of-town editors and writers who 
could not attend the party, opinion 
leaders, Detroit industrialists, mem- 
bers of the educational world. 


>Two important and newsworthy 
events were timed to coincide with 
the climax of the birthday celebra- 
tion in April. One was the introduc- 
tion of the New Century Zinnia, a 
“giant” polyploid (unlike its par- 
ents). The other was the announce- 
ment of work on a new research 
center at Howell, Mich., where ex- 
periments in vegetable and flower 
breeding will be made. The center 
should be in operation in 1957. 
There was also news value in other 
facets of the centennial celebration, 
such as the issuance of the book, the 
press party, and the various tie-ins. 


> One reason for the success of the 
Ferry-Morse centennial celebration 
is the fine coordination of the pro- 
gram and the excellent teamwork 
among those responsible for the pro- 
motion. PR man Brownell furnished 
periodic progress reports to F-M 
executives. Vice President Harry H. 
Hobbs acted as organizer, general 
chairman, and chief sparkplug for the 
entire celebration. James W. Wilson, 
advertising manager, assumed many 
responsibilities—made contacts, pre- 
pared materials, did many things to 
keep the ball rolling. The firm’s pres- 
ident, Stephen Beale, was available 
for interviews—and even flew from 
Detroit to California, to be photo- 
graphed in color against a back- 
ground of stock in bloom; the photo- 
graph was used as a cover illustration 
for the issue of Business Week which 


carried a feature story on the com- 
pany. D. M. Ferry Jr., 82-year-old 
son of the company’s founder and 
chairman of the board, appeared at 
various events, and was photo- 
graphed cutting the 100th Birthday 
Cake, at the press party in April. 


>The Detroit Historical Museum 
staged a Ferry-Morse exhibit in its 
rotunda in April, during the anniver- 
sary observance period. Displays in- 
cluded old and modern machines; a 
girl operating a modern packaging 
machine turned out 4,200 seed pack- 
ets an hour, gave them away to visi- 
tors. 

The Manufacturers National Bank 
put in a window display of old-time 
Ferry posters and packages, in con- 
trast to modern ones. The New Cen- 
tury Zinnia was also featured. After 
being shown for two weeks at the 
bank’s main office, the display was 
on view for two weeks at its two 
branches. 

In connection with its own diamond 
anniversary celebration, the J. L. 
Hudson Co. department store in- 
cluded old Ferry-Morse posters and 
catalogs in its displays. The store 
also included two “doorstep” garden 
areas, credited to Ferry-Morse, in its 
“Old Detroit” exhibit. 

The Men’s Garden Club of Grosse 
Pointe honored Ferry-Morse with a 
historical pageant. The national con- 
vention of Men’s Garden Clubs of 
America, meeting in St. Louis, sa- 
luted the company for 100 years serv- 
ice to horticulture. 


> Tie-ins were extensively promoted. 
A Swift & Co. full-page color adver- 
tisement for its plant food, Vigoro, 
included a picture and description of 
Ferry-Morse’s New Century Zinnia 





Lent color. . 


. Pretty girls in pretty cos- 
tumes lent an air of fresh antiquity to the 
press party at the Sheraton-Cadillac Hotel, 
Detroit. 





... Gift packets of New Century zin- 
nias were distributed at the Michigan 
Dental Assn.’s 100th Anniversary 
party, also in April... An advertise- 
ment by the Ford Motor Co., featur- 
ing Ferry-Morse as a long-time Ford 
fleet operator, was published in the 
Wall Street Journal on June 29. It 
showed both old and current models 
used by the seed company. Another 
Wall Street Journal ad by Fruehauf 
Trailer Co. featured Ferry-Morse’s 
shipment of seeds by truck. A televi- 
sion broadcast by Richfield Oil Co. 
from Station KGO-TV, San Fran- 
cisco, told the “Success Story” of 
Ferry-Morse. 

Company magazines like Inves- 
tor’s Reader, published by Merrill 
Lynch, Pierce, Fenner & Beane, 
Chevrolet Motor’s Friends, Michigan 
Bell Telephone Co.’s The Bell, Ford 
Motor Co.’s Clues, Pacific Gas & Elec- 
tric Co.s P G & E Progress, and De- 
troit-Wabeek Bank and Trust Co.’s 
D T C Quarterly all carried articles 
honoring Ferry-Morse. The company 
kept its employes, including sales- 
men, apprised of these publicity 
breaks through the pages of its own 
house organ, Plant Life. 


> Held at the Sheraton-Cadillac Ho- 
tel on April 16, the press party was 
deliberately nostalgic in theme. Bar- 
bara Jackson, a pretty model in old- 
fashioned dress, pinned boutonnieres 
on the guests. Mary Bartlett, a harp- 
ist, also in costume, played such yes- 
teryear tunes as “Drink to Me Only 
With Thine Eyes.” (They were out- 
fitted by the local historic museum in 
Gay Nineties garb, rather than in the 
hoopskirts of 1856, which would have 
been unwieldy and awkward at such 
a party.) The five-tiered pink-and- 
white birthday cake had for its spun 
sugar decorations reproductions of 
fine Ferry-Morse flowers. Another 
decoration was the centennial me- 
dallion. The cake was cut by Board 
Chairman, D. M. Ferry Jr., son of the 
firm’s founder. Each guest received a 
piece of the cake. 

The press party itself precipitated 
a fresh splurge of press, radio and tv 
publicity, including news stories and 
feature articles in all three Detroit 
dailies, an editorial praising the com- 
pany in the Detroit Free Press, major 
articles in Michigan Manufacturer 
and Inside Michigan, and 26 separate 
appearances on local radio and tele- 
vision programs. The most ambitious 
of these was a half-hour tv on Wayne 
University’s UHF station, WTVS, on 
Sunday evening, May 13, titled “Cen- 
tury of Seeds.” 

Nationally, NBC Radio told the 
story of the breeding of the centen- 
nial flower, New Century Zinnia, on 
its network show, “Weekday,” on 


Old posters . . . Dating back to 1885, this 
montage furnished a colorful eye-catcher 
for the Ferry-Morse exhibit at the Detroit 
Historical Museum. 


May 18; and the National Assn. of 
Manufacturers’ television program, 
Industry on Parade, showed how the 
company “hand-tailors” new varie- 
ties of vegetables for commercial 
growers and home gardeners. 


>Ferry-Morse occupies a unique 
place in the seed industry, in that it 
does not sell by mail. Most of its out- 
put is distributed in packets sold from 
display racks in a variety of outlets: 
general stores, garden centers, super- 
markets, hardware stores, drugstores, 


and some department stores (includ- 
ing John Wanamaker and J. L. Hud- 
son). Since it does not sell by mail, 
it has no catalog, but does issue an 
attractive Home Garden Guide list- 
ing flowers and vegetables “your 
dealer will order for you,” in the 
manner of a catalog. But the boo 
as its name implies, contains useful 
information on how to plant, how to 
cultivate, and other helpful tips for 
the home gardener. The current issue 
understandably refers to the firm’s 
centennial and features the “New 
Century” zinnia both on the front 
cover and in a striking inside page 
where the flower is pictured in its full, 
giant size, occupying practically the 
entire page. 

The dealers who handle Ferry- 
Morse seeds have been encouraged 
to tie in with the centennial observ- 
ance in various ways, through the 
display of old-time seed packets and 
copies of the Garden Guide, in con- 
junction with modern displays, and 
through the use of reprints of articles 
and posters featuring articles, such 
as the Post story. 

It is unlikely that any garden- 
minded adult in America is unaware 
of the fact that Ferry-Morse is cele- 
brating its 100th birthday—and, for 
that matter, thousands of children 
and previously non-garden-minded 
persons must have been exposed not 
once, but numerous times, to the idea 
of the company’s centennial. This is 
no accident, but the fruit of well-laid 
plans, carefully executed. Any ad- 
mirer of smart merchandising must 
admit that Ferry-Morse deserves a 
happy 100th birthday. 


MERCHANDISING A COMPANY HISTORY 


e If you are publishing a company history, send typescripts of 
single chapters to magazine editors, selecting them on the basis of 
their specialized interests. A technical chapter, for example, can go 
to one of the popular science magazines, while a broad historical 
chapter might serve as the inspiration for an article in a mass 


circulation publication. 


PLAN TO GIVE AWAY ITEMS 


e@ If you can arrange an exhibit in your local historical museum, try 
to include somebody actually working on a machine taken from 


your 
Idea 


Album 


your plant. If you can make something that visitors can take away, 
so much the better. 


COMPANY MAGAZINES 


e@ When it comes to anniversary publicity, don’t forget the maga- 
zines issued by your suppliers. Many companies publish both 
internal and external house organs, whose total circulation is sub- 
stantial. They are always looking for material about their cus- 
tomers, and are glad to tie in with a prestige event like an 


anniversary. 
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By Ted Sanchagrin 
AR Eastern Editor 


The music goes round and round, 
and so does the sales talk, on a new 
printed phonograph record that can 
be a magazine insert, a mailing piece, 
a box top, or a book cover, to name 
just a few of the uses that have been 
developed for this versatile medium. 

Looked upon as little more than a 
freak when it was first introduced by 
a number of small recording com- 
panies, it has proved its merit and 
improved its status sufficiently to at- 
tract the interest of some of the big 
boys of the recording industry. Now 
active in the field are Bing Crosby 
Phonocards, Inc., which purchased 
one of the older producers and 
changed its name, and Columbia 
Auravision, “produced by Columbia 
Transcriptions—a service of Colum- 
bia Records—a division of Columbia 
Broadcasting System Inc.” to quote 
the heirarchy as listed on the original 
announcement, which naturally 
enough includes a recording by news 
reporter Charles Collingwood. 

Other active producers in the in- 
dustry are Sight ’n’ Sound, Rainbo 
Records, Academy Records, and to a 
lesser extent, Arturo Productions. 
While other names may be found on 
some releases, these six are primary 
producers, the others more often do- 
ing the original recording, but farm- 
ing out the actual manufacture. 


>These records gain much of their 
colorful appeal from the art of the 
printer, since they start out with the 
visual half of the impression being 
printed on stiff stock. Generally the 
paper ranges between 100 and 120 lb. 
for magazine inserts. Postcards go on 
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An increasingly popular form for getting across a sales message 


is the printed piece which is also a phonograph record. Such pieces 


have been used as direct mailers, postcards, magazine inserts, and 


so on. And now some of the big boys in the recording industry are 


getting into the act. 


12 to 14 point cardboard stock, while 
material as heavy as 60 pt. is used for 
book covers. Both letterpress and off- 
set have been used, and items range 
from simple black and white to four 
color process illustrations. 


>There are two main processes used 
for making these records. In one 
method, which is somewhat poorer in 
quality, the sound part of the record 
is a .003” sheet of acetate on which 
the familiar record grooves have been 
pressed. This is done on special equip- 
ment which turns out the discs at 
some 40,000 impressions a day. This 
is about 13 times as fast as standard 
record pressing, and reduces the unit 
cost to a fraction of a cent. 

After pressing, the sheets of acetate 
are cut from the roll and attached to 
the printed cards. Rainbo, which is 
the chief producer of this kind of rec- 
ord, uses spots of glue, spaced around 
the edges of the square sheet of ace- 
tate. In its successful application di- 
rectly to packages of Wheaties, the 
glue was applied automatically, in a 
square just within the edge of the 
sheet, and again in a circle just inside 
the grooves. This was done on high- 
speed box-making equipment adapt- 
ed for the purpose. 

Other record makers laminate a 
sheet of vinyl onto the printed stock, 
and then stamp the grooves. The cen- 
ter hole and the outer edges are 
stamped at this time, although for 
some uses, the circular sound track is 
allowed to remain on a postcard. In 
other uses, dotted lines are included 
in the printing as a guide to the scis- 
sors of the consumer. 

The over-all bonding of the plastic 
to the paper prevents any buckling or 
wrinkling of the record which would 


lead to poorer sound. It also adds to 
appearance. Quality of sound de- 
pends largely on the kind of presses 
and the care with which it is used. 
Academy Records, recently acquired 
by Horndasch Displays Inc., Chicago, 
claims that its automatic press leads 
to quality that rivals standard LP 
records, and with multiple pressing, 
can produce 250,000 pieces a day. 


> Columbia’s first commercial job 
was a whopper of 24 million post- 
cards for Ford Motor Co., as a special 
promotion during the last Christmas 
selling season. Ford supplied an Ek- 
tachrome and a mailing list, and the 
supplier took it from there. Columbia 
made a special recording, using 
Rosemary Clooney and Mitch Mill- 
er’s orchestra, produced the cards, 
packaged them in bunches of 75, and 
mailed them to the Ford salesmen, 
who in turn sent them out to their 
own prospects. All of this happened 
in five weeks from concept to com- 
pletion. 

Results? Columbia said it surveyed 
the first 50 dealers receiving the 
cards, and 98% said they would like 
to see such a mailing piece again. In 
the first week of January, 50% of the 
dealers surveyed said they had re- 
ceived comments about the card, 
which had been devised to stimulate 
talk. The cards cost Ford 3¢ a piece, 
Columbia told AR. 

Auravision followed up this job 
with a similar card for Metropolitan 
Life Insurance Co. The order was for 
250,000 cards, sent to June brides by 
Metropolitan Life representatives. 
For this one, the transaction was 
handled through Young & Rubicam, 
the insurance company’s advertising 
agency. The card said the recorded 


message was the subject of a Metro- 
politan Life ad in May 21 Life, and 
reminded the recipient that the rep 
would stop by in a few days to an- 
swer any questions the recipient 
might have. The record side asked in 
print, “Getting Married?” and had a 
bride-and-groom wedding cake re- 
production. 


> Price depends on a lot of factors, 
length of run and cost of printing the 
base card being only two of them. As 
one of the early suppliers told AR, 
“Because they’re a hot item, records 
on paper have developed into a dog 
eat dog business, with price the only 
difference. Quality of sound is gen- 
erally equal in records from the three 
major makers.” Perhaps because of 
this fluidity, Sight ’n’ Sound is the 
only one which has issued a complete 
price list. This gives a low figure of 
just over 2%¢ for 342x5%” postcards, 
one color only, printed on both sides, 
in quantities of one million or more. 
The same card, if only 5M were 
ordered, would go up to 12¢ each. 
The most expensive quotation is 25¢ 
each for 5,000 copies of a 12x18” 2- 
color brochure. These prices are ex- 
clusive of the costs of artwork and 
the production of the original sound 
track from which the records will be 
made. 

The availability of talent is one of 
the selling points of Columbia, with 
its exclusive contracts with artists, 
and of Phonocards, which carries the 
magic name of Bing Crosby. 

Phonocards, in its first job after 
its entry into the Crosby stable, hit 
the jackpot with a promotion for the 
Borden Co. Borden used a series of 
familiar songs on 4” discs. Since they 
were designed as lids for cottage 
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e MAGAZINES 
e CATALOGS 
e BOOKLETS 


e FOLDERS 


te” Mail sample for Quotation or 
Phone us to Call 


Ph. CHesapeake 


Sersen’s 3-2050 


Imprinting, Inc. 
17 N: Loomis, Chicago 7 
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NEW SADDLE STAPLER 
FOR DUMMY WORK 
This rugged, compact machine makes sad- 
dle stapling of dummies quick and easy. 


No need to interrupt the work on your 
stitcher or to wait until it is free. 


Handles jobs of 8 to 128 pages with width 

up to 12 inches. Uses same staples as your 

B8 office stapler. Ask your stationer, phone 

your local Bostitch representative, or write. 
BOSTITCH 

339 Mechanic St. © Westerly, R. I. 
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CLIPPINGS! 


We read over 3,200 Business, Farm 

and Consumer magazines as listed 

in Bacon’s 1956 Publicity Checker. 
Checker on approval $15.00 


SPECIALIZED CLIPPING SERVICES 


1. Publicity 3. Competitive Ads 
2. Competitive Publicity 4. Subject Research 


BACON’S 


CLIPPING BUREAU 
343 So. Dearborn St., Chicago 4, Illinois 
SE ue ak) 
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Cottage cheese cover .. . which carried 
folk songs and nursery rhymes proved to 
be a great hit for Borden’s. Paper was spe- 
cial stock for stability. 


cheese cartons, a special moisture- 
resistant stock was selected to pre- 
vent warpage, sogginess and peeling. 

Borden intended to issue one tune 
a week, but the package lid proved so 
popular with children that the com- 
pany eventually issued tunes at the 
rate of four a week. The first one was 
“Jingle Bells,’ for Christmas 1955. 
The campaign of free record premi- 
um songs for children featured old 
standbys. 

“Jingle Bells” was followed by 
“Coming ’Round the Mountain,” “Old 
MacDonald,” “Pussy in the Well” 
combined with ‘‘Blue Tail Fly,’’ 
“Farmer in the Dell” with “Three 
Blind Mice,” “Ten Little Indians” 
with “Twinkle, Twinkle” and “Oh 
Susannah” with “Camptown Races.” 


>Like most paper records used in 


Back to the Phasmatrope . 
children a sound movie. 


magazine inserts, postcard mailings 
and premiums, these play at 78 rpm. 
From the start, this has been the 
most popular speed, although the 
suppliers say they can provide them 
at 78, 45 or 33 rpm. Some 33’s have 
been made, both standard and micro- 
groove, but only a few. Thus far, 
there has been practically no call for 
45’s. One supplier says this is be- 
cause the client feels he’s being 
gypped out of an area for his message 
with the large center-cut hole needed 
in 45s. Another says the 45 is too 
much trouble, needing a gadget any- 
way to reduce the size of the hole to 
the standard circle. 

A run-down on some of the pro- 
motions for which these records have 
been used shows the versatility of 
the medium. 


e A two-color 544x7” postcard with 
a headline “I’m helping you make ’56 
a record year for Lawn-Boy” fea- 
turing a pitch by Steve Allen. 


e A magazine insert in blue, black 
and yellow, for Koppers Industrial 
Sound Control, with a punch out 7” 
record. 


e A series of postcard records for 
National Drug Co. Given the coined 
name of Med-Audiograph, it brings 
the doctor, says the sponsor, “a li- 
brary of consultations on the findings 
of outstanding clinicians and scien- 
tists of the day.” The face of the card 
shows a clinical area, while the sound 
track uses the voice of a specialist to 
discuss the condition shown. One of 
the few at 33 rpm. 


. . This printed record plus a special plastic mirror gives 





Get the IMPACT of SOUND in your DIRECT MAIL! 


POST-CARD 
THAT YOU 
CAN HEAR!" 


IT'S A FACT... 


...now you can tell your story the way 
you want your customer to hear it, by adding 


sound to your printed advertising. 


Use it to make the consumer sit up and listen. Let 
it stimulate interest in your dealers as to how to 
sell your product. Use it as an instructional aid to 
your customers for products that require assembly 
or proper operation. Build better public relations 
with it by personalizing the stockholder’s annual 


report. 


Academy records mean highest fidelity at the low- 
est cost. They're available in any size and can be 
applied to any printed piece. Let them work for 
your profit. Send in for free sample and further 
information TODAY. 
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Did you know NAZ-DAR- 


5500 Silk Screen Inks are 
used by more display print- 


ers than any other brand!- 


Z 
f 


/ 


i 
' 


\ 
Well... they allow adver- 


tisers to match Colgrs per-- 


fectly on reruns ordered 
months after the original 


run! a 


f 


5500 has color consistency 
because it’s used straight 


from the can... dries in 
seconds! 
a 
4 
i 
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How come? 





eHow? 





that! 


... your displays don’t 


chip when die-cut and you get brilliant, eye-catch- 
ing color areas with NAZ-DAR 5500 Fast-Dry Inks. 


FREE COLOR CARD: Write for two 5500 color 
cards showing all 26 colors. Keep one at your desk 
and give the other one to your silk screen printer. 
You'll have a perfect color reference for all your silk 


screen display jobs. 


SPECIFY NAZ-DAR 5500 INKS FOR ALL 
PAPER AND CARDBOARD DISPLAYS 


or 


%, ie 
Seg eo 


ten Ave 
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NAZ. the NAZ-DAR Company 
461 MILWAUKEE AVE., CHICAGO 10, ILLINOIS 
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e A 600,000 run on a standard black 
and white card from General Electric 
which has the teaser copy “$25,000 
cash prizes during TV Service 
Month”. 


e A real teaser card, standard post- 
card size, with a 3” record on the face 
and the copy “Off the record, he had 
this to say about you...” The ad- 
dress side reads “Yes, we know you 
can make something out of it.” Or- 
dered by Pontiac and Oldsmobile, 
250,000 were run off. 


e A 4%4x5” card which says “Happy 
Birthday from Captain Kangaroo 
and Buster Brown,” carries a 37%” re- 
cording. 


e A 4%” record of “Rock Around 
the Clock,” used as a package base 
by the Burnside Hat Co. 


e Sears, Roebuck & Co. recorded a 
talk by one of its officials to bring a 
personal message to store managers 
for promotion of their Coldspot 
Freezer-Mate. The official talked into 
the mike of a tape recorder brought 
to his desk, and the actual back- 
ground noises of the office lend reality 
to his message. 


e J. B. Roerig & Co., Chicago phar- 
maceutical manufacturer, prepared a 
children’s record with a riddle. It was 
given to doctors to present to mothers 
when prescribing one of Roerig’s 
vitamin preparations for children. 
The record ends with a reminder to 
the child to take his daily dose of 
Stimative Tastitabs. 


e “It’s a matter of record that your 
Caloric ‘selling spree’ begins at 
home”, on a 5x7” card for NBC and 
Caloric, with a recording of Hugh 
Downs. 


e An 81” pitch for the Direct Mail 
Advertising Assn., using the voices 
of George Rumage and Stewart Jur- 
ist. 


e A giveaway record that is part of 


the kit sent to children who join a tv 
program club. 


e A die-cut card that slipped around 
the neck of a soft drink bottle was 
used by Squirt to distribute premium 
Christmas carols. 





Christmas mailer . . . was furnished Ford 
salesmen to send their customers. 
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Rolls of plastic . . . contained records and 
were applied to boxes by automatic pack- 
aging machinery to create successful gro- 
cery store premium item. 


e Warner Bros., in advance promo- 
tion for “Pete Kelly’s Blues,” sent 
out a message from star Jack Webb 
and a new tune taken from the pic- 
ture score. 


e A General Electric Lucky Record 
Contest, where the 434” record is on 
the outside of a 5%x7%4” folder. 
“Play the Record. Listen Carefully!” 
the copy reads. “If your recording 
contains one of the Magic GE. 
Words, Bring it to...” 


> While these uses are all promo- 
tional, there are beginning to appear 
on the market applications to con- 
sumer products. While not yet avail- 
able in great quantities or variety, 
some of the applications are of inter- 
est for possible promotional adapta- 
tion. 


e Magic Talking Books, published 
by the John C. Winston Co., carry 
the record on the front cover. The 
hole for the spindle is punched 
through the entire book, which is 
placed on the turntable. Twenty titles 
are listed, including “The Night Be- 
fore Christmas,” “Davy Crockett and 
the Indians,” “The Singing Hansel 
and Gretel Book,’ with “Brother, 
Will You Dance with Me?” from the 
opera. Retail price is 49¢. 


e A record that includes moving pic- 
tures is part of a kit being distrib- 
uted by Childhood Interests Inc., Ro- 
selle Park, N. J. at $3 retail. A canopy 
with a 16-faced plastic mirror sits on 
the spindle, and as the record plays, 
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..- ANYONE can do 
Ne PROFESSIONAL QUALITY 
PLASTIC BINDING! 


with these HAND-OPERATED 


PLASTICO 


PUNCHING & BINDING UNITS 


Model 24 


Punching Unit Model 24 
Precision-punches pages fast and easy Binding Unit 
with powerful SHEARING ACTION! Just insert cover and pages 


- pull lever . . it’s PLASTICO-BOUND! 


Imagine 


being able to produce genuine PLASTICO-bound booklets, 
catalogs, etc — right in your own office! Single copies . 
dozens .. . hundreds — these two handy machines will give 
your literature extra prestige and selling power by adding ARCH DESIGN | 
colorful PLASTICO Bindings. Rugged, compact, and easy to ” ond See 
use, PLASTICO hand-operated units are ‘at home” in every 

office or business — pay for themselves in savings of time and 

binding costs. 


FRE, Colorful 8-page booklet tells you how to get more out of your printed literature. 
Fill out and mail this coupon TODAY! 


ce PLASTIC BINDING CORPORATION 


Originators of Plastic Binding in America 
732 Sherman St., Chicago 5, Ill. ©@ 15 West 24th St.. New York 10, N. Y 
\ a NL EE SRS NaN MORNE ena oem Sema RCMIEMNN see 
PLASTIC BINDING CORPORATION 
Dept. AR, 732 Sherman St., Chicago 5, IHinois 


Exclusive 


Please rush FREE BOOKLET giving me full information about 
the new PLASTICO Hand-Operated Punching and Binding 
Units for office use. 
eT 
Firm 


Address 
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A product can change its appeal 
and increase its volume by 


improving on the packaging 


The next time you want 

the finest monotone and full 
color cylinders for foil 
cellophane, paper and paper 
board products get in touch 
with “Acme”... complete 
services and years of 


! 
Write us today experience are at your disposal 


a Cc rn e gravure services,inc. 
Phone: 


CHesapeake 3-1377 1501 West Congress Street Chicago 7, lilinois 
if it’s Quality — if it’s Delivery — it's acme 
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No need to give your right arm 
Call SLOVES ... 


We gladly give you a helping hand 
when the pressure is unbearable or 
extra facilities are needed. Our fabu- 
lous service and exacting craftsman- 
ship perform miracles. Ask us to 
prove it. 
PRODUCTION SERVICES 
FOR SALES PROMOTION 
Sales Kits * Lose Leaf Binders 
Catalog Covers * Spiral * Plastic 
Easels * Bookbinding * Presentations 
Mounting * Merchandise Displays 


SLOVES 


601 West 26th St., New York 1, W. Y. 
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NEED 
Magazine Clippings? 


Complete, accurate and 
prompt COVERAGE of— 


e Consumer Magazines 
e Trade Journals 

@ Farm Periodicals 

e Labor Papers 

e@ Religious Publications 
@ Medical Journals 

e Society Magazines 

e College Periodicals 

© House Organs 


AMERICAN TRADE PRESS 
CLIPPING BUREAU 


15 East 26th Street *« New York 10, N. Y. 
Telephone: LE 2-5969 
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iF YOU SPECIFY TYPE 
Let us prove how the 

WORLD'S HANDIEST TYPE BOOK 

can save you 40 minutes a day 


We'll mail you a copy for 10 days FREE trial. 
Use the 389 transparent overlay alphabets on 
your own work. Keep the book free, if you place 
$100 worth of work with us. Over 4,000 in use. 
This is the eighth edition. Send postal today. 


F.H. Bartz, 112-114 W. Kinzie St., Chicago 10, Ill. 
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the child looks in the mirror and 
sees a succession of still pictures 
printed on the record. Going back to 
the pre-Edison principle of the phas- 
matrope, the pictures seem to move. 


e Singing greeting cards, both stock 
and personalized. 


e An inexpensive course in dancing. 


e An editorial insert included in Dig 
Magazine; a special recording of 
“Hey, Dig!” by the Four Cats and a 
Kitten. 


> As quality has increased, the pos- 
sibilities become broader. There are 
still too many discouraging factors— 
spoilage, costs of binding, costs of 
mass page use—to see too immediate 
an application to the mass general 
circulation magazine, either editor- 
ially or as advertising. But the 
printed record seems to have a great 
future, both for promotion and as a 
consumer item. Some visionaries in 
the field claim that the printed record 
will eventually replace the standard 
release. Even now, 25 plays can be 
guaranteed, and 50 to 75 are common. 
“It’s only a matter of time,” said one 
expert, “before the public will get 
over the idea that paper is fragile, and 
be willing to take advantage of the 
low cost.” A lot has happened since 
Sight ’n’ Sound made its big splash in 
Electrical Merchandising and Insti- 
tutions with its historic inserts for 
Fedders-Quigan on printing that 
talks (see “Now It’s 4-D,” Mar. ’54 
AR). 44 


Guide Speeds Scaling, 
Cropping of Pictures 


To simplify cropping and propor- 
tioning photos, the Brandt Corp., New 
Orleans, has developed the Scaleo- 
graph, an adjustable square frame 
with a movable center diagonal rod. 
A mechanized version of a tested 
scaling method, the device keeps pro- 
portions between width and length 
constant, permits reducing or enlarg- 
ing compositions to suit the layout. 

Two plastic “L’s” are linked by an 
adjustable metal rod to form a 12” 
square. By adjusting the rod, one 
can reduce the area formed by the 
two “L’s” to form any size of rec- 
tangle. Printed on the “L’s” are di- 
mension marks showing both inches 
and picas. 

The resulting rectangle can then be 
outlined on the layout. The device 
can be used in working from photo- 
graph to layout, or vice versa. It per- 
mits cropping a picture to fit the ex- 
act space shown on a given layout. 

Additional details are available. 


For your copy circle No. 302 on the 
Readers’ Service Card inside back cover. 


for more 
effective 
impressive 
reports, 
presentations, 
etc. 


CLAREPORT® 


Jeanaparent 
REPORT 
COVERS 


Clareport* has a 
durable, transparent plastic front 
cover and a back of Strathmore 
Beau Brilliant cover stock in 8 
smart colors. Holds standard 11” 
x 812” sheets (special sizes to 
order). 


Send for FREE sample and prices, now! 


We specialize in custom-made easel 
binders and presentation binders. Your problem 
solved quickly and inexpensively. 


BELFORD Company, Inc. 


317 W. 47th Street 


*U. S. Pat. 
2480917 


The active response represented 
by over a quarter-million reader 
and advertiser inquiries in the 
past two years is indicative of the 
sales job that you can do for your 
products, and services on the 
pages of the workbook of produc- 
tion, promotion and merchandising 
people. 


This record response—consistent 
and clamorous—to the items fea- 
tured in the editorial and advertis- 
ing columns is a buying response. 
Four out of five AR readers sur- 
veyed stated that they were al- 
ready, or planned to be, customers 
for one or more AR advertisers! 


Your advertising in AR is 
gear to sales! 


GD ert ising 


Requirements 


200 E. Illinois St., Chicago 11, Illinois 





Business films are here to stay, ac- 
cording to the results of a survey of 
national advertisers and agencies just 
completed by ADVERTISING REQUIRE- 
MENTS. Seven hundred and fifty lead- 
ing advertisers were polled, with 20% 
returning the detailed four-page 
questionnaire. Of these, two-thirds 
plan to make a film during the com- 
ing year, and 45% of them have been 
spending more than $20,000 a year on 
business and industrial films and 
filmstrips. When asked whether they 
felt their films had proved useful, 
58% called them extremely so, and 
another 35% moderately so. But 39% 
felt their films have always been 
worth the expense, and another 50% 
agreed they were usually worth the 
cost. 

Other salient points as revealed by 
the survey: 


1. Most of the companies which use 
such films use outside producers. 


2. While top management and sales 
management play the dominant role 
in the authorization to make a film, 
advertising and/or sales promotion 
managers are by far the most im- 
portant in selecting the producer. 


3. The money almost always comes 
out of the advertising and /or promo- 
tion budget. 


4. Most companies pick the pro- 
ducer according to the specific job, 
almost as many on a competitive 
basis; only a few are wedded to one 
producer. 


How Advertisers 
And Agencies 
Buy Business Films 


Here’s the latest in AR‘s series of studies on the 
buying of advertising materials. One of the 
most extensive surveys we've ever made, 

it will provide plenty of concrete facts in a 


5. Creativity is the most important 
single consideration in selection of a 
producer, with experience and per- 
sonnel nearly as important. Price 
quotation is a relatively minor factor. 


6. Most respondents indicated that 
they are willing to listen to sales 
presentations from producers who 
have never worked for them, and 
nearly half expect or encourage spec- 
ulative presentations. 


> Here are the detailed answers from 
the companies: 


1. Has your company used business 

or industrial films (not tv commer- 

cials) in the past? 

e Yes .... 110 

e No 38 
Total replying 148 


2. Do you plan to make any busi- 
ness or industrial films during the 
next year? 

e Motion pictures 
e Film strips 


Yes..62; 
¥es..51: 


No..29 
No..27 


9 


3. If your answer is “Yes, 
how many? 


about 


Motion Film 

pictures strips 
1-5 4 30 
6-10. 6 
11 or more 1 
No answer 20 


Who produces your business or 
industrial films? 
e Outside professional 

producer stiches 69 


previously unexplored area. 


Ourselves 11 
Both 24 
Agency 3 
Other 3 

Total replying 110 


5. If you use outside producers, are 

they in your own city or nearby? 

e Always 29 

e Sometimes 50 

e Never 21 

e No answer 10 
Total replying 110 


6. How many films have you pur- 
chased or produced in the last five 
years in each of these subject areas? 
(Number of respondents shown in 
parentheses) 


Sales training (58)... 452 
Sales promotion (70) 434 
Service or technical (28) 163 
Public relations (38) 108 
Educational (31) 

Other (5) 


Number of each type 


Silent film strips 

Sound film strips 

16mm motion picture films 

35mm motion picture films 
Total 


7. How is this expense accounted 

for? 

From the advertising and or 
promotion budget 

Special film budget 

From sales department budget 

Special appropriation for film 


Audio & Visual Aids e 





de bh 
Te att] 


nay Tae) hudaet 


I J 
vithout headaches 


Whether you’ve bought 
an entire library of film 
production or are 
considering using film for 
the first time, you’ll find 
interesting — and 
profitable — information 
in this new Jamieson 
brochure. It tells a story of 
tremendous results 
achieved with business 
and industrial films. But 
more than that... it’s the 
story of fresh, creative 
motion pictures for 
business and industry 
from a producing 
organization with 40 years 
of solid, substantial 
experience. 


We believe this brochure 
will give you a new view 


—a fresh approach — 

to your film production. 
And it’s possible you'll 
discover good films aren’t 
necessarily as expensive 
as you may have 

thought. Why not send for 
your free copy today? 


Films for Business, Industry, 


Public Relations, TV 
Commercials and programs 


JAMIESON 


FILM COMPANY 
3825 Bryan e Dallas, Texas @ TE-8158 


Please send me FREE booklet described 
above 


Address 





8. Who has responsibility for each 
of the following functions? 
e Suggestion for the film: 


Adv. or sales prom. mgr. wee OL 

Sales manager............ 44 
e Authorization to make film 

Top management................... 42 

Sales manager 32 
e Naming producer 

Adv. or sales prom. mgrvr..... 73 

Sales manager ................... 17 
e Approval of script 

Adv. or sales prom. mgr.. 68 

Sales managev..... Dak . on 
e Distribution 

Adv. or sales prom. mgr. 53 

Sales manager . 37 


9. How does your company gen- 

erally select a producer? 

e Rotate assignments, on basis of 
who seems best equipped for 
each production . 37 

e Request bids on each job, with 
contract awarded on com- 


petitive basis 32 
e Always use same producer 23 
e Other basis | 19 


10. Check the three most important 
factors in selecting a producer. 


e Creativity ; 53 
e Experience 44 
e Service 44 
e Personnel .... ; 42 
e Reputation OA 
e Previous Performance 20 
e Studio Facilities . 18 
e Price Quotation 13 
e Samples of Work. 9 
e Financial Responsibility 9 
e Specialized Talents 6 
e References 5 
e Geographical Location 4 
e Speculative Treatments 2 


11. Are you open to sales presenta- 
tions from producers who have never 
worked for you? 

e Yes eee . 86 
e No 20 


12. Do you welcome speculative 
ideas, suggestions, etc. from such pro- 
ducers? 

Yes aioe ee 69 
No 37 


13. Do you encourage or expect 
speculative treatments, storyboards, 
etc., from producers whom you have 
invited to bid on a specific job? 

e Yes oe 49 
e No. : 55 


14. Do you inspect the producer’s 
facilities before signing a contract? 
e Yes B hepulac sada nea aa aen tts 72 


e No 22 


15. Does your advertising agency 
participate in any of the following 


e Selection of producer............ 34 71 
e Actual placing of order........ 21 77 
e Approval of script..................25 72 
e Follow-through on 

shooting .................... sles ae 


16. Do you ever retain an outside 
film consultant? 

Ra ae eke en! Co ae 
Mae os sa 94 


17. What are the channels through 
which your films are distributed? 
e By own sales staff or 


other personnel . 99 
e By distributor and/or 

dealer organization 58 
e By mail to organizations 

requesting film —.............. 39 
e By commercial distribution 

organizations ......... ” 37 
e Other 7 
18. Where are your films shown? 
e Your own sales meetings 94 
e Distributor or dealer 

sales meetings .... . $1 
e Trade assn. shows or meetings.. 75 
e Schools and colleges 71 
e Private clubs and organizations 69 
e Public shows, meetings, 

exhibits, etc. 64 
e On individual sales calls 52 
e On television . 37 
e In retail outlets 26 
e In theaters 5 
e Other ae ae a 


19. How many of these pieces of 
equipment does your company own? 
(Number is average of responses) 


e Silent filmstrip projectors . 19 
e Sound filmstrip projectors 78* 
e 16mm motion picture 

projectors 31 
e 35mm motion picture 

projectors ...... 15 


*Includes one company which re- 
ported it had 2,899 such projec- 
tors in hands of salesmen. 

Analysis of the answers to this 
question showed that the largest 
number of projectors was in the 
branch offices of the companies, al- 
though surprisingly many had been 
deposited with distributors. 


20. To what degree have you found 
business films to be useful and valu- 


able? 


e Extremely useful —.......... 62 
e Moderately useful _..... 41 
e Not very useful ..... - ae 


21. Have they been worth the ex- 
pense? 


e Always ........ ons Oe 
e Usually ....... ian .. 34 
. ieee ............. a 
@ Seldom ................ . § 


22. Have you been satisfied with the 
quality? 


phases of production of films for you? e Always. ........... abated 33 
Yes No e Usually .............. .. & 
. for more details circle 396, page 97 . Original planning ; 43 62 
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MILPRINE 
wlithographed § 


hitker he “-_ Y ~ en 7 = eeee your 
“— - magic carpet 
to sales ! 


Here are meat packages so lifelike in their appetite appeal, so 
colorful in their eye-catching design, that they’re bound to 
start sales soaring the minute they show themselves to customers. 


Magic? No—just the unique Milprint touch in lithographed 
packages! Milprint’s experienced designers and lithographers, 
with a background of over 50 years of creative packaging 
leadership, are experts at producing this kind of mouth- 
watering, sell-on-sight attraction. With complete control 

of your job from idea through finished art and plate-making, 
this “‘Milprint touch”’ will work for you, too! 

Just call your Milprint man— first! 


Watlet Pak 
Window Carton 


* 


INC. 
PACKAGING MATERIALS 


ae i a es ee oa Ve oe i & PRIN TEFEN G 
General Offices, Milwaukee, Wisconsin * Sales Offices in Principal Cities 
*Reg. U.S. Pat. Off. 


Printed Cellophane, Pliofilm, Polyethylene, Saran, Acetate, Glassine, Vitafilm, Foils, Lominations, 
Folding Cartons, Bags, lithographed Displays, Printed Promotional Material. 


This insert lithographed by Milprint Inc. 





. continued from page 32 
Radio Corporation of America 





Dept. H-283, Building 15-1, Camden, New Jersey - “ is 
: @ Sseidom 
Please send me the complete story on RCA 400 Senior eN : 
and Junior Sound Film Projectors; RCA Magnetic Recorder- ever 
Projectors. 
> A similar questionnaire was sent to 
NAME oman WOCGME ox 


250 agencies, with a return of 16% 
These were not, however, considered 
to be a completely representative 
sample. Thus detailed answers, such 
as given above, would not present a 
fair picture of the role of agencies in 


this phase of advertising production. 
* # However, certain trends were of in- 


. f terest and are worthy of some atten- 
Now for this part of the meeting eee tion. As a guide to thinking in this 


area, here they are: 


we let our RCA 16m™ rn e Of the agencies that participate at 
all, most of them contribute to all 

& é phases of production, from the origi- 
nal planning to the distribution of the 
film. 


COMPANY 


iierieannientnienieubansineibaial 


projector sell for us 


e In most agencies, the account ex- 
ecutive is the key figure in agency 
production of films. This holds true 
for all stages except for script writ- 
ing. 





e Most of the responding agencies 
are reimbursed by a special service 
fee or a percentage mark-up on pro- 
duction costs. Only a few are com- 
missioned by the producer. 


e Agencies tend to pick producers 
on the same basis as do clients (see 


No. 9, above). 





e Agencies rank experience and 
studio facilities ahead of creativity 
and service as factors in selecting a 
producer. 


e Most of the agencies own at least 
one filmstrip and one 16mm motion 
picture projector. 





e Agencies are as convinced as are 
clients of the value and the quality of 
< ‘ : <a the films their clients have procured. 
It’s smart business to entrust a big part of your selling job 44 
to the RCA Projector. It will put your product story across 
to best advantage . . . through steady, sparkling pictures 
that convince .. . through clean sound that impresses. What’s . : s 
more, the RCA Projector is so easy to operate, complete N.Y.C. Film Services 
novices become confident projectionists with brief . : 
> 
instruction. Anyone can learn to set up the RCA 400 in a jiffy, Listed in New Booklet 
guide film quickly through its thread-easy path, flip a The first edition of “N.Y.C..” a 
switch and, in minutes, put a faultless show on the screen. pocket-sized directory listing aiiaie 
of the film services available in the 
New York City area, has been pub- 


Choose from the single-case Junior, the dual-case Senior... 
or the RCA Magnetic Recorder-Projector. Every model 
offers the same quiet, dependable performance over a long life. 


, lished by Circle Film Laboratories. 
And only RCA Projectors are backed by such extensive Tiacieiel ts wailed eat thie ealits of 
facilities as the nation-wide RCA Service Co. can offer, f; slit = ; as lit: ‘ a 
and by the specially equipped RCA Audio-Visual Dealers. acilities in t - metropolitan area, 
For more information write for the name of your the booklet lists the names, ad- 
nearest Dealer or fill in the convenient coupon above. dresses, and phone numbers of over 

600 companies which provide film 
AUDIO-VISUAL PRODUCTS services. — 

Listings include banks, customs 

RADIO CORPORATION of AMERICA ae ae ee 
CAMDEN, N. J. 





® 


ger services, producers, distributors, 
optical effect houses, raw stock deal- 
. for more details circle 427, page 97 ers, and screening rooms. 44 
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Made with MAGNESIUM for better reproduction 


THIS NEW DOW ROLLING MILL is now producing magnesium photoengraving sheet in large quantity 


PRODUCTION ROLLING FOR MAGNESIUM PLATES! 


Economy, light weight and reproduction quality— 


big reasons why this superior photoengraving metal is fast 


gaining popularity with engravers and printers alike 


Engravers like it. So do printers. That’s why magnesium—a 
relatively new engraving metal—is now used for 25 to 
30°% of all photoengraving plates! 


Economy, light weight and quality of reproduction have 
already been named as reasons for this extremely rapid 
growth. But there are several other reasons: Etchability 
and machinability are faster and easier with magnesium. 
Good dimensional stability ensures register. Then there’s 
outstanding wearability—for direct printing, as well as 
molding of stereotype mats and electrotypes. 


Getting back to light weight, magnesium is four times lighter 
than zine . . . five times lighter than copper! Naturally, it’s 


much easier to handle. 


Consider the many benefits of magnesium photoengraving 
plate—for all concerned. Then consider its moderate price 
and ready availability. Chances are good you'll want to 
investigate this superior engraving metal for your own 
operation. Contact your local supplier of engraving metals 
or THE DOW CHEMICAL COMPANY, Magnesium Sales Depart- 


ment MA383DD, Midland. Michigan. 


you can depend on DOW MAGNESIUM 


. for more details circle 446, page 97 
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ible Makes a Film 


... to celebrate 100 years of brewing history, 
traveling from Milwaukee to Hollywood to Bavaria 


for colorful footage for an exceptional motion 


By Benn Oliman 
AR Milwaukee Correspondent 


“With This Ring,” a $250,000 film 
produced for the Miller Brewing Co., 
Milwaukee, stirred up some good 
sized ripples of interest in an indus- 
try where promotions traditionally 
come king-size. The picture, a color 
film running 43 minutes, plus a scaled 


Talking things over . 
with two members of the cast. 
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picture; advance planning cuts costs. 


down 26 minute black and white 
version for television, was filmed in 
three locations—Hollywood, Milwau- 
kee and Sigmaringen, Bavaria. An 
estimated total of 6,701,311 people 
have viewed the dramatic tale of a 
mythical brewmaster’s ring, handed 
down through the generations of the 
Miller family. Only the ring itself, 
which plays a vital part in advancing 


. . Director John Brahm (left) holds a pre-shooting conference 


the plot, is fictitious. The rest of the 
story is completely authentic. For a 
commercial movie, this has loads of 
story value and drama. Yet, it ac- 
complishes a remarkable selling job 
for the sponsor. 

A decade ago, Miller Brewing Co. 
began a campaign to push itself up 
to the dizzy heights where it could 
challenge the sales volume of brands 
like Schlitz, Pabst, Budweiser and 
Blatz. For years Miller High Life 
had been recognized as one of the 
strongest territorially distributed 
brews on the market. 

They ushered in their drive for 
national recognition by ante-ing up 
$40 million for new buildings and 
equipment in 1946. A few years later 
they had upped their annual adver- 
tising outlays to a reported $7 million. 


>In 1955, as part of their highly suc- 
cessful centennial celebration, they 
released “With This Ring.” To meet 
the anticipated demand for this film, 
the normal print order was increased 
by 125. Distribution is handled by 
Miller Brewing Co.’s own film de- 
partment, which boasts a library of 
700 films constantly being shipped to 
viewers all over the world. A wall 
map in the film department shows 
pins in such far off places as Libya, 
Turkey and Greenland, denoting 
bookings where Miller films have 
been shipped for screening. 





When the Miller top brass gave the 
go-ahead signal to start work on their 
$250,000 film, there were no loose 
ends lying about. The responsibilities 
and duties of everyone involved had 
been clearly blocked out. A formal 
“Preliminary Proposal for a Miller 
High Life Commercial Film,” a 43- 
page typewritten report, worked up 
by the brewery’s advertising agency, 
Mathisson & Associates Inc., Milwau- 
kee, was the end result of months of 
intensive planning and research. A 
beautiful thing to see, the proposal 
included innumerable facts about the 
industrial film field, its growth and 
usage, information on distribution of 
films, picking the producer and sug- 
gestions on the direction and use of 
a commercial film for Miller. 

According to Hugo Bauch, account 
executive in charge of the film proj- 
ect, “We wanted to make certain that 
everything that was to be done was 
fully and completely understood by 
ourselves and our client. Initially, the 
research job was done to determine 
whether or not a commercial film 
could be at all warranted. If so, what 
form should it take? Black and white, 
or color? Who should direct it? How 
should it be distributed to gain the 
largest audience? Hunting the an- 
swers to these and many other 
knotty problems proved to be an edu- 
cation for us, as well as the client.” 


> Preliminary plans for “With This 
Ring” actually began 4 years before 
it was released. In laying the ground- 
work for centennial festivities which 
marked Miller’s 100th continuous 
year of beer production in Milwau- 
kee, the Mathisson agency, back in 
1951, had suggested that a commer- 
cial film might present a strong tie-in 
for the event. It would also have con- 
siderable carry-over values in addi- 
tion to its part in the 100th anniver- 
sary celebration. Company officials 
agreed. They kicked the idea around 
for more than a year, and in 1953, 
they asked the agency for some tan- 
gible, concrete proposals. 

The exhaustive research was be- 
gun. What followed was, in many 
ways, an adman’s dream come true. 
Hugo Bauch, agency associate, was 
assigned to the task. His job: find out 
all about sponsored movies; suggest 
what would be most suitable for Mil- 
ler’s needs, and then come up with 
some potent angles on which to peg 
the client’s story. 

Before completing the round-up of 
information and advice he felt he 
needed to make his recommenda- 
tions, Hugo Bauch had: 


e Contacted over 50 producers. They 
were asked detailed questions about 
their backgrounds, and requested to 
send copies of films they had pro- 
duced. 


Local atmosphere . The camera crew 
traveled to Bavaria to capture this festive 
celebration of the first brew of the season, 
for which the people of Sigmaringen turned 
actors for the Miller film ‘‘With This 


aa 


Ring 


e Screened 169 sponsored films pro- 
duced for firms in a variety of indus- 
tries. 


e Conducted a thorough, intensive 
research in all available authorita- 
tive literature covering purposes, 
content, and techniques of producing 
a top notch commercial movie. 


e Written several sample scripts to 
“set the feel” of what would be suit- 
able for the story line. 


e Visited producers in Chicago, New 
York and Hollywood. He asked hun- 
dreds of questions, probing for infor- 
mation he couldn’t get out of books 
and articles. 


e Traveled to Sigmaringen, Bavaria. 
He went there to verify at first hand 
the findings of a researcher who had 
been hired to delve into the family 
history of Frederic Miller, founder 
of the brewery. He double-checked 
the proof that Frederic Miller had in- 
deed been a brewmaster for royalty 

the Hohenzol.ern family. While 
there, he obtained the promises of 
cooperation from the present prince 
of Hohenzollern and the mayor of 
Sigmaringen, where Frederic Miller 
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Visual 
Presentation 
Wael bag 
Maar 
ce. a 
STM 
Mate 
Pictures 
mR 
Slidefilms 


let a Deo: uctions | 


6425 North California Ave * Chicago 45 * Phone AM 2-414] 
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You Get Things Done With | 
Boardmaster Visual Control 


Gives Graphic Picture of Your Opcra- 
tions—Spotlighted by Color 

Facts at a glance—Saves Tim2, Saves 
Money, Prevents Errors 

Simple to operate—Type or Write on 
Cards, Snap in Grooves 

Ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 

Made of Metal. Compact and Attrac- 
tive. Over 60,000 in Use 


Complete price $49.50 including cards 


24-PAGE BOOKLET NO. R-100 
| FREE | Without Obligation 


Write Today for Your Copy 


GRAPHIC SYSTEMS 
55 West 42nd St. * New York 36, N. Y. 
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Original song . . . One of the highlights of the production is the original song, ‘’The Girl 
in the Moon,’’ written for the film by account executive Hugo Bauch. 


first plied his profession. Use of the 
ancient castle on the Danube for an 
authentic background for the film 
was also offered. 


Final outcome of months of fact 
sifting convinced Hugo Bauch that a 
sponsored film for Miller presented 
tremendous advertising potential. 
They could make profitable use of an 
audio-visual tool that was capable of 
entertaining, educating and selling 
the public on the intrinsic merits and 
historic background of Miller High 
Life beer. 


> What type of film to make? A film 
with stress on entertainment via an 
intriguing, credible story line, rather 
than a “Trip Through the Miller 
Brewing Co.” treatment was decided 
upon. Such a film, they felt, could 
make the most lasting impact on 
audiences and gain easiest entree to 
business firms, conventions, churches, 
schools, fraternal organizations and 
military installations. Television, in- 
creasingly hungry for good films to 
fill its free time segments, was a tar- 
get worth shooting for to get at the 
mass audiences it offered. 

The brewing industry constantly 
treads a very narrow line of public 
acceptance. Operating under a pleth- 
ora of restrictions, imposed by fed- 
eral, state and community ordinances, 
all brewery advertising and mer- 
chandising methods are under mi- 
nute and continuous scrutiny. Any 
film produced for a brewery must 
conform with a host of moral and 
legal taboos faced by few industries. 


Presentation of a film that could be 
adjudged as merely “glorifying” beer 
drinking would draw criticism from 
many quarters. 

Budget was not a limiting factor, 
although the final figure of $250,000 
had not been pre-determined. An- 
heuser-Busch had recently spent 
$170,000 for a company film, giving 
some indication of the minimum 
amount which Miller Brewing Co. 
ought to allocate to meet competi- 
tion. 

Surveying eligible producers led 
to a careful study of virtually every 
movie producing firm in the industry 
capable of turning out a commercial 
film. It narrowed down to four eligi- 
bles, and Jerry Fairbanks Produc- 
tions of California was finally se- 
lected. 


>A checklist was designed to help 
evaluate producers, using these cri- 
teria: 


1. Experience . 
made for industry. 


. films they had 


2. Creative staff ... were the writers, 
directors, and cinematographers un- 
der the direct control of the pro- 
ducer? Or would he simply hire a 
pick-up crew to do the work after 
the contract was cinched? Did the 
creative staff appear to have a “feel- 
ing” for the work and an insight to 
the brewery’s problems? 


3. Physical facilities. 


4. Financial stability. 





>“Insular thinking,” characteristic 
of most New York producing firms, 
was one of the reasons why Hugo 
Bauch turned to a Hollywood pro- 
ducer. They are more accustomed, he 
believes, to turning out films for a 
broad market. What might appear 
unsophisticated, “corny,” or provin- 
cial to a big city producer is apt to 
be better understood from an audi- 
ence standpoint by west coast film 
makers, he thinks. 

Another point in favor of signing a 
Hollywood firm, adds Hugo Bauch, 
was the ready availability of a pool 
of 7,000 actors. Film work, not stage 
and television, was their primary 
medium. 

John Brahm, not a member of the 
Jerry Fairbanks firm, was hired to 
handle the direction of the film. A 
man with wide cinematic experience, 
he made “Miracle of the Bells” and 
is considered an able craftsman with 
a number of fine dramatic films to his 
record. 

Leo S. Rosencrans, head of the 
Jerry Fairbanks creative department, 
wrote the script, aided by Hugo 
Bauch. A veteran of the film indus- 
try, Rosencrans at that time had 
written about 250 commercial scripts 
and had won several National Film 
Council “Oscars” for industry-spon- 
sored films. 

Original music was written for 
“With This Ring” by another Jerry 
Fairbanks staffer, Edward Paul. 
Hugo Bauch also made a strong con- 
tribution here by writing a song, 
“Girl in the Moon,” for a beer gar- 
den scene in the picture. 


> Shooting the film took five months. 
The ten days of shooting in Europe 


Authentic Setting . . . For this scene, a careful duplicate of Miller’s original Milwaukee 


was done by Bavarian cameramen 
under the supervision of director 
John Brahm, Jerry Fairbanks, and 
Hugo Bauch. Local townspeople of 
Sigmaringen, in the garb worn in 
that region a hundred years ago, 
were used in the festive scenes in the 
castle. It was, incidentally, one of the 
first uses of Eastman Kodak’s new 
35 mm color film. 

Most of the footage was shot in 
Hollywood with a cast of talented, 
well-known actors and actresses. The 
only person to play his own real life 
role was Edward Huber, Miller’s 
master brewer. He was shown in 
California inspecting a field of hops, 
the grain used in making beer. 

To shoot the scenes in the brewery 
itself, the producer transported a 
huge, double generator from Cali- 
fornia to Milwaukee. Using the elec- 
trical power at the Milwaukee plant 
would have necessitated closing down 
the brewery during the shooting. 

No attempts were made to cut cor- 
ners with inexpensive props and 
scenery backgrounds. Whenever pos- 
sible, the real thing was used, rather 
than a simulated prop. An exact 
duplicate of Fred Miller’s Milwaukee 
office was constructed, along with a 
beer cellar that would have made any 
small brewery of several generations 
ago very proud. 

Each morning, on location before 
shooting commenced, a script confer- 
ence was held among Hugo Bauch, 
director John Brahm and producer 
Jerry Fairbanks. According to Hugo 
Bauch, this daily pre-shooting con- 
ference proved to be a major factor in 
the success of the film. “Even though 
we had done a tremendous amount 
of careful planning before the picture 


cellar was built. Arthur Franz, playing Fred Miller, is on the left, faced by Charles Kane. 











Each year we are forced to 
turn down as many requests 
for documentary films as we 
fill. They come from 


@ Television stations 


e Organized community 
groups 


e Schools and colleges 
We havea complete service for you 


e@ Production of your picture 


e@ Circulation to your market 
synchronized with your mar- 
keting activities 


That’s why we maintain two divi- 
sions—one to produce films, the 
other to circulate them. To give 
you maximum benefit at minimum 
expenditure of time and money, 
production and circulation should 


go hand in hand. 


Films that we produce are tailor 
made to fit your specific audiences. 
Our circulation division knows 
how to reach your audiences. 


INSTITUTE OF VISUAL TRAINING, INC. 
William J. Ganz, President 


40 East 49th St. New York, N. Y. 


| Institute of Visual Training, Inc 
40 East 49th Street 
| New York 17, N.Y 


| Send me your list of clients and some 


| case histories 


| Name 


| 
| Title 


| Firm 
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Professional 
Assistance in 


MOTION PICTURE 


Production— 
from Script 


to Screen 


HLM ASSOCIATES 


OF MICHIGAN 


610 N. WOODWARD AVE. 
BIRMINGHAM, MICHIGAN 
PHONE MIDWEST 4-3619 


Serving National Accounts Through 
Affiliated Studios Coast to Coast 
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‘TIPS by noted 
expert for the 
Production Man 


Kenneth Butler is nationally recog- 
nized as an outstanding authority on 
all matters concerning production. 
His weekly articles in Advertising 
Age have been so widely praised that 
we’ve made a valuable Handbook of 
the best of them. For a mere $3 you 
may have it FREE .. . with a whole 
year —52 issues—of The National 
Newspaper of Marketing. 


Free—TIPS Handbook 


Mail the cou- 
pon below for 
quick action. 
We'll bill you 
later if you 
like. You must 
be satisfied — 
or your money 


back. 








“ 
| Advertising Age | 
| 200 E. illinois St. 

j Chicago 11, Illinois | 


Please enter my l-year (52 issues) sub- | 
| scription at your regular $3 price with a | 
| money-back guarantee of satisfaction, and 

send to me free and postpaid Kenneth But- | 
I ter’s helpful handbook, TIPS FOR THE | 
| PRODUCTION MAN. 


| Name Title 

| Business 

| Home A = | 
inn ddress | 

| city t4 

| State | 


i! }$3 enclosed Bill Firm 
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Youth Takes Over . 


of new brewery buildings, passing storied ring on to next generation. 


began, there were plenty of day-by- 
day changes and improvisations we 
had to make as we went along. The 
morning script conferences enabled 
us to discuss and evaluate the pre- 
vious day’s work and make more ef- 
fective plans for the shooting just 
ahead.” 


>A tribute to the painstaking re- 
search and planning that preceded 
the making of “With This Ring” is 
the fact that despite the accidental 
death of dynamic Fred Miller, presi- 
dent of the brewery, in the midst of 
work on the film, everything went 
ahead as scheduled. Since original 
plans did not call for having Fred 
Miller portray himself in the film, his 
passing did not present a re-casting 
problem. 

The facilities of the Miller film de- 
partment, headed by Bob Conrad, 
were selected to distribute “With This 
Ring.” One of the few firms that dis- 
tributes films itself, rather than via 
national agencies, it does a very vig- 
orous job of lining up audiences all 
over the globe with sponsored film 
fare. All Miller-distributed films, 
with the exception of “With This 
Ring,” are sports films. Most heavily 
booked are those which show the sea- 
sonal highlights of the Milwaukee 
Braves since they took up residence 
in the Beer City. 

Contacting groups for showings of 
“With This Ring” is accomplished by 
Miller’s network of 700 distributors 
and sales offices all over the globe. 





. . Closing scene of ‘’With This Ring’’ shows Fred Miller, at dedication 


Distributors, especially, are constant- 
ly on the alert for groups seeking 
quality, free films for their meetings. 
Film catalogs listing the films they 
have on hand and handsome bro- 
chures plugging individual pictures 
are spread around the territories by 
the distributors’ salesmen. 


> What were some of the lessons he 
learned while working on the Miller 
movie? According to Hugo Bauch, the 
primary lesson the project taught him 
was that every bit of planning he did 
beforehand paid off immeasurably. 

He advises anyone contemplating 
making a commercial film for a client 
to determine at the outset who is to 
have the final okay on matters such 
as script and cast. 

Also, he adds, a clear set of objec- 
tives at all times is a necessity. Every 
scene of the picture must be relevant 
to the purpose of the film. “You can- 
not succeed,” he insists, “if your film 
does not entertain, educate and sell 
the people who see it.” 

Could “With This Ring” have been 
produced at an appreciably lower 
cost? “There are many ways we 
might have cut filming costs,” points 
out Hugo Bauch. “We could have 
filmed it entirely in black and white 
instead of the more expensive color 
media. We could have cut down the 
length of the movie. It cost us consid- 
erably more by shooting scenes in 
Europe than if we had done it all in 
Hollywood. Fewer and less authentic 
props could have been used. Instead 


of writing original music, we could 
have made use of stock, library ar- 
rangements. A smaller cast of charac- 
ters, eliminating ‘name’ actors, could 
have been employed to cut costs. 
“We might have done all these 
things, and cut our final costs. But 
we wouldn’t have come up with a 
high caliber commercial film that de- 
livers the results we are now getting 
from ‘With This Ring’.” 44 


Motion Picture by Gaines 
Aids Dog's Best Friend 


A move to help the “vet’—your 
dog’s best friend—is being put into 
effect by the Gaines Dog Food Re- 
search Center, New York, with the 
release of its motion picture, “Friend 
of a Friend.” 

The film is designed to help the 
small animals veterinarian gain rec- 
ognition in his community and will 
first be shown over tv. Further plans 
include showings before organized 
community groups, schools and ken- 
nel clubs. Individual veterinarians 
also will be given an opportunity to 
hold their own showings in their 
communities. 

A public service picture, the film 
contains no Gaines advertisements. 
Production and distribution of the 
film is being handled by the Institute 
of Visual Training, an affiliate com- 
pany of William J. Ganz Co., New 
York. 44 


Animation Equipment . . . William Za- 
blinis, cameraman for Pathe Laboratories, 
New York, adjusts the new Oxberry ani- 
mation stand which permits simultaneous 
movement of art in east-west, north-south 
directions. Completely motorized unit is 
made by Animation Equipment Corp., New 
Rochelle, N. Y 


Company Offers Details 
On Magnetic Tape Line 


Announcing the expansion of its 
line of magnetic sound recording 
tapes, Audio Devices Inc., New York, 
is offering details on five different 
types of “Audiotape” now available. 

With several new types added, the 
line now includes the following: 


e Super-Thin Audiotape, on %-mil 
Mylar polyester film, suitable for ex- 
tended play applications where tape 
tension is i.ut excessive. 


e Longer Recording Audiotape on 
one-mil acetate for economy in op- 
erations where high-strength is not 
required. 


e Longer Recording Audiotape on 
one-mil Mylar plastic base for 50% 
more recording and playback time. 


e High-strength Audiotape, on 1%- 
mil Mylar, for maximum storage life 
and ability to withstand temperatures 
and humidity. 


e Standard Audiotape, on 1-mil 
acetate base. 

For added convenience in identi- 
fying and storing the tapes, the col- 
ored end tab of each type corre- 
sponds to the color of its box. 

Additional details are available. 


For your copy circle No. 303 on the 
Readers’ Service Card inside back cover 


Visual Control Charts 
Described in Folder 


A folder containing information 
and photographic examples of Cof- 
field custom-designed organization 
control charts is available from Man- 
agement Control Charts Co., Chicago. 

The charts are set up for company 
structure according to written speci- 
fications and sketches sent by mail. 
All names, dates, lines, etc., are 
made of die-cut white plastic. The 
background of the chart is of ply- 











Desk Top Sound Movies for Salesmen 


The NEW MODEL C-55 MOVIE-MITE port- 
able 16mm sound projector fits compactly in 
one small case. Nothing else to carry. Tops 
for sales, industrial, educational and enter- 
tainment use. Rugged, lightest in weight, 
(only 26 pounds), fool-proof operation. NEW 
safety trips PROTECT FILM. Wonderful for 
large screen showings. Thousands in use. 
Price only $298.50. 


Write today! Find out how MOVIE-MITE 
can tell your story with brilliant pictures, 
hi-fi sound. 

@ Lightest in weight 
@ Lowest incost ® Smallest in size 
@ Easy on film @ Easy to use 
@ Top quality picture and sound 


tH HARWALD comeany. inc 
1218 CHICAGO AVENUE, EVANSTON, ILLINOIS 
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PRESS CLIPPINGS 


News items, editorials, advertisements 


Make Authentic Records 


You can check results promptly and base 
decisions on accurate facts with service by 


ESTABUSHED 688 
PRESS CLIPPING BUREAU 
BArclay 7-5371 


165 Church Street New York 7, N. Y. 


. . for more details circle 363, page 97 





LABCRAFT INTERNATIONAL CORPORATION 


-4019 PROSPECT AVE. 


CLEVELAND 3, OHIO 


PHONE: UTAH 1-4334 


. for more details circle 400, page 97 
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Looking To Establish 
A Company 
Motion Picture Department? 


Outstanding opportunity for large com- 
pany to establish an internal Motion 
Picture Department. Complete pack- 
aged facility of modern 16MM studio 
and remote equipment including profes- 
sional cameras—dollies—mobile trucks 
—magnetic optical recorders—dubbers 
and full editing facilities. Everything 
necessary to set up working film unit 
for making P. R.—sales—training and 
advertising films. Priced at only a frac- 
tion of present value and available with 
services of owner to organize and main- 
tain operation. 


For full particulars write 
BOX 21 
ADVERTISING REQUIREMENTS 
Chicago 11, II. 


200 East Illinois St., 





Copyfitting 
got you down? Get the 


HABERULE 


Visual 


COPY-CASTER 


Discover for yourself how much faster, easier and 
more accurately you con copyfit all type jobs with 
this new, completely revised Hoberule. Tens of 
thousands of artists, ad-men, printers, copywriters, 
editors, students save hundreds of hours and dol- 
lars in costly resetting with this nationally famous 
copy-caster. Why don't you? At your artist supply 


store or direct. Complete with gauge, only $7.50 | 
THE HABERULE CO. 
BOX AR-245 « WILTON, CONN. 
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wood covered with felt in maroon, 
green or black. 

In addition, master frames can be 
ordered of walnut, birch, oak, or ma- 
hogany to harmonize with conference 
room settings. Transparent plastic 
windows hold typed paper strips for 
easy data legibility. 

While any size or type of chart may 
be ordered, prices of standard size 


charts range from $99.50 for the 
37x25” size to $415 for the 88x47” 
charts. 


For your copy circle No. 324 on the 
Readers’ Service Card inside back cover 


Low-Cost Timing Motor 
Developed for Displays 


The development of a new low-cost 
Synchron timing motor for point- 
of-purchase displays has been an- 
nounced by the Hansen Mfg. Co., 
Princeton, Indiana. 

According to the company, the 
new motor is a compact, super-high 
torque motor guaranteed to pull 30- 
inch ounces at 1 rpm. It was designed 
for continuous, low-cost operation 
for applications with a life span of 
three to six months and to provide 
power for heavy-duty animation. 

Available in many revolution-per- 
minute speeds, the new Synchron 
motor is the same size as the 20-inch 
ounce high torque motor manufac- 
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CHICAGO 11, 
22 EAST ILLINOIS STREET 
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928 SOUTH FIGUEROA STREET 


WASHINGTON 1, D.C. 
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For Animated Displays. . 


. New Synchron 
motor developed by Hansen Mfg. Co., was 
designed to provide low-cost power for 
heavy-duty animation. 


tured by Hansen. Casing dimensions 
are 1.96 inches in diameter and 1.35 
inches in thickness. 44 


“Save That Trademark” 
Theme of Slide Film 


“Don’t Tomahawk a Trademark,” 
says Chief Quotalicaps in a sound 
slide film produced for Du Pont by 
the Jam Handy Organization, De- 
troit. 

A 35mm. color film with record, 
the 18-minute production deftly 
stresses the difference between ad- 
vertising needs of yesterday and to- 
day’s need for specificity in trade- 
mark practice and protection. 

Colorful star of the film is “Chief 
Quotalicaps,” an aboriginal adver- 
tising man who uses everything from 
smoke signals to trailside bulletins 
to tell the trademark story of “Or- 
lon” acrylic fiber and “Dacron” poly- 
ester fiber to his audience. 

Although the film is based on two 
Du Pont trademarked products, the 
“Chief” and his mishaps, interpreted 
by a knowledgeable descendant 
versed in modern advertising con- 
cepts, get the “Don’t Tomahawk a 
Trademark” story across in a manner 
designed to appeal to everyone in- 
terested in marketing or advertising. 

44 





Woodman, Spare the Trademark! 

Using humorous dialogue and colorful 
characters, Du Pont’s ‘‘Don’t Tomahawk a 
Trademark’’ sound slide film stresses need 


for specific trademark practise and pro- 
tection. 
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How Agencies Work Together 


. .. to produce a series of outstanding cooperative 
ads, running in full-color in national magazines 


By James Robertson 

Art Director 

Arndt, Preston, Chapin, Lamb & Keen Inc 
Philadelphia 


During the three years that I’ve 
coordinated The Upholstery Leather 
Group’s consumer magazine auto- 
motive tie-in campaign, the ads have 
grown larger and more complex in 
character — and so have the produc- 
tion problems. 

Riding herd on an annual eight- 
agency campaign promoting leather- 
trimmed cars puts you in plenty of 
situations which call for flexibility, 
every bit of experience you have, and 
a packed suitcase nearby. 

By tying in with the factory’s car 
advertising, the leather group 


achieves the double-barreled effect 
of promoting a specific automotive 
interior as well as the general ad- 
vantages of leather for auto uphol- 
stery. 

Sometimes it’s necessary to visual- 
ize and develop the tie-ins under un- 
usually rigid creative limitations 
this is where the flexibility is needed. 
For example, you're given a fully- 
developed auto ad, already in plate 
form, and in “Dragnet” 
“your job—to tie in!” 


parlance, 


> Obviously, with the boundaries of 
your creative activity pre-set by the 
auto ad’s size, format, illustration, 
copy theme and typography, this 
project could very easily be accom- 
panied by much teeth-gnashing and 
hair-pulling. These are the situations 


in which creative experience saves 
many a day. You find yourself call- 
ing upon all you've ever learned 
about advertising production when 
faced with the task of recreating the 
feeling-tone and attention-power of 
diverse car manufacturer’s ads for 
your tie-ins. 

The actual legwork of fitting the 
leather tie-ins into many different 
auto ad production and publication 
schedules has you continually reach- 
ing for your suitcase. At times, this 
campaign has me virtually commut- 
ing between New York, Philadelphia 
and Detroit, with an occasional 
cross-country jaunt thrown in for 
good measure. 


>The combined creative effort of 
eight agencies is represented in the 
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leather group’s current campaign: 

e Arndt, Preston, Chapin, Lamb & 
Keen ...The Upholstery Leather 
Group. 

McManus, John & Adams... . Cad- 
illac-Pontiac. 

McCann-Erickson . . . Chrysler. 

Geyer Agency ... Nash Rambler. 

Young & Rubicam .. . Lincoln. 

Kudner Agency . . . Buick. 

Batten, Barton, Durstine & Osborn 
... De Soto. 

e D. P. Brother & Co. 
bile. 


.. . Oldsmo- 


Media include Saturday Evening 
Post, Vogue, Life, Better Homes & 
Gardens and Time. All ads are full 
color and reach an estimated audi- 
ence of more than 16 million. The 
complete ads are merchandised to 
the field sales organizations by the 


leather group, the individual car 
makers and the media scheduled. 
Last year saw a trend toward full- 
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page tie-in ads. The current direc- 
tion is toward fully-integrated leath- 
er tie-ins. This movement was 
started when we stretched an illus- 
tration of a leather-trimmed Packard 
convertible across two pages in a 
Time magazine color spread last 
summer. 


>The leather tie-ins take one of 
three forms: 


1. Integrated tie-in ... Usually a 
two-page, full-color, spread with the 
auto and leather illustrations and 
copy message integrated into one 
common headline theme and copy 
block. Nothing in the appearance of 
this ad sets it off as either a separate 
leather or auto ad. 

Leather and auto agency art direc- 
tors and copywriters work together 
in developing the ad from initial idea 
to the finished proofs. The auto agen- 
cy sometimes handles the mechanical 
work, dividing the cost equally with 


the leather agency. Space for the ad 
is paid individually. 

Most recent integrated ads ap- 
peared in the March 19 issue of Time, 
for Lincoln, and the June 4 issue of 
the same book for Chrysler. 


2. Facing page tie-in... As it ap- 
pears in the publication, this type of 
spread closely resembles the fully in- 
tegrated tie-in. It consists of leather’s 
full-color page opposite the car man- 
ufacturer’s full page. Pages are pro- 
duced separately by the two agencies 
involved. 

Production of this type of tie-in 
differs from the integrated type in 
that the art directors and creative 
people get together after the auto 
ad has been produced and approved. 
Sometimes the auto ad is in plate 
form, sometimes it’s a finished lay- 
out. In either case it firmly estab- 
lishes the style, format, illustration, 
copy and typographic pattern around 
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which the leather tie-in is to be 
developed. 

The leather agency’s tie-in art- 
work requires approval by the auto 
agency for conformance to copy and 
mechanical requirements. Space is 
scheduled separately with provision 
made for facing page position. The 
page plates are made and provided 
separately by the two agencies to 
the publication. 

Recent facing page tie-ins ap- 
peared in the April Better Homes & 
Gardens, for Buick, and in Time’s 
May 28 issue for Cadillac. 


3. Promotion tie-in ... This type 
usually consists of a two-page, full- 
color spread—run in sequence with 
one or more spreads by other manu- 
facturers in a multi-page promotion 
built around a central theme. These 
ads are produced the same way as 
the facing page tie-ins. 

An example of the promotion type 


one ee oe 





tie-in was Vogue magazine’s six- 
page January promotion of Pontiac’s 
Catalina colors. 

The six full-color pages were ac- 
tually three consecutive two-page 
spreads by Pontiac, The Upholstery 
Leather Group and The Belgian 
Linen Guild. This three-cornered 
tie-in promoted the Catalina colors 
in the car, its leather upholstery and 
specially-designed linen resort wear. 


> Approval for the tie-ins is obtained 
through The Upholstery Leather 
Group’s Detroit office about six 
months before the auto ad is sched- 
uled to appear. Once approved, I 
meet with the auto ad agency’s art 
director to decide what form the ad 
will take. Factory policy usually dic- 
tates whether it will be integrated 
or a separate facing page. 

In the case of Lincoln’s Time mag- 
azine integrated tie-in, several ideas 
and rough layouts were given a thor- 


Growth of a tie-in ad . . . Here is the vis- 
ible evidence of how two agencies worked 
together to create an integrated ad: 1. First 
rough, done at one agency; 2. & 3. Re- 
vised roughs, done by both agencies to- 
gether; 4. Stat of final layout, less a few 
slight alterations; 5. Ektachrome used in 
leather half of ad; 6. Copy as approved 
although again slight alterations were 
made; 7. Final layout; 8. Black and white 
of the final full-color ad as it ran in 
“’Time,”’ July 18, 1956 





ough going-over in Young & Rubi- 
cam’s New York offices before the 
agency’s art director and I made the 
final selection from four roughs. A 
comprehensive layout was prepared 
for approval by Lincoln’s ad man- 
ager in Detroit. The factory sent it 
back with instruction to change the 
size of the leather illustration and 
a revised layout was subsequently 
approved. 

When Lincoln scheduled photog- 
raphy in Detroit, I worked side by 
side with Young & Rubicam’s art 
director using the same car for my 
interior illustrations. The interior 
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Whether you're located in Jacksonville, Florida, 
Denver, Colorado, Clayton, Mo., or just across 
the street... obtaining fine typography is as simple 
as ABC when you deal with Warwick. 


Strategically located near the geographical center 
of the United States, Warwick offers the facilities of one 


of the world’s most modern typographic plants. 


Warwick is geared to produce fine typography at a 
speed that eliminates distance as a possible objection 
and offers quality and facilities that are rarely 
available locally. 


Whether you're located in St. Louis, Lubbock or 
Lancaster, try Warwick on your next typographic job. 
We think you'll be glad you did! 


WARWICK TYPOGRAPHERS, INC. 


920 Washington Avenue, St. Louis 1, Mo 


Overnight by air from most 
of the United States. 


. . « for more details circle 444, page 97 


S$ 8S 8S SS To start getting your share of 


Advertising 
Requirements 


sales power in the $3 billion 
advertising-production-merchandising 
market, call your AR representative today. 


Advertising Requirements, 200 E. Illinois St., Chicago 
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shots for that ad were made from 
directly above by means of scaffold- 
ing and ladders. 

The leather illustration was ap- 
proved by both agencies and their 
clients. Carbros were made of all 
the different elements and stripped 
together and retouched. The final 
art copy went to the engraver, plates 
were made and proofs pulled for 
final approval. The plates for this 
particular spread were made and 
provided to the publication by Young 
& Rubicam. 


>In the case of facing page tie-ins, 
we build our own separate ad striv- 
ing to develop unity and maintain 
family resemblance to the car manu- 
facturer’s ad. We usually work from 
the comprehensive layout or finished 
proofs of the auto ad. 

Tie-in ideas are discussed with the 
auto agency’s creative policy makers 
and I usually make a few rough lay- 
outs right on the spot. In many cases, 
agreement is reached during this 
rough layout stage and a comprehen- 
sive layout is prepared at one of the 
Detroit art studios. The comprehen- 
sive is submitted to the auto and 
leather agencies for idea and content 
approval. 


> After that, anything can happen, 
and sometimes does. Like the time I 
headed for Detroit to photograph a 
Cadillac interior and ended up shoot- 
ing it under the sunny skies of 
Miami. 

Cadillac’s page was already in plate 
form and my problem was to tie in 
with their illustration showing an 
evening gathering of several for- 
mally-attired people around a very 
exclusive-looking Palm Springs 
swimming pool. 

The problem took on new propor- 
tions when I arrived in Detroit in 
the midst of its worst snowstorm of 
the year. There I was, I had the car 
and plenty of wind and snow. I 
couldn’t have been any farther re- 
moved from Cadillac’s balmy Cali- 
fornia resort atmosphere if I'd have 
been at the North Pole. 

There wasn’t much choice — the 
photography had to be done either 
in a Hollywood studio with a suit- 
able-sized back projection screen, 
Southern California or Florida. With 
that much decided, I got on the 
phone and located a convertible with 
the same red and white leather as 
in Cadillac’s ad, at a Miami dealer- 
ship. I boarded a plane for Miami, 
with a photographer and assistant 
from Detroit's Boulevard Photo- 
graphic Studio following by train. 
This studio does many of the top 
photographic assignments for the 
auto industry. 


>Once in Miami, a day of scouting 





under the hot sun was devoted to 
finding a stretch of beach suitable 
for photography. A strip of sand bor- 
dering north Miami’s Haulover Park 
was the ideal spot. It had an adjacent 
macadam road from which the Cad- 
illac could be driven, solving the 
problem of how to get it on the beach 
without bogging down in the sand. 

Legal permission to use the site for 
photography was obtained from the 
Dade County park commissioner. The 
following morning a bizarre caravan 
consisting of the red and white Cad- 
illac, preceded by a police escort and 
followed by a carload of photographic 
equipment, photographers, models 
and two huge cartons of flash bulbs, 
descended upon the beach. Boule- 
vard Photographic had assisted in 
getting the models into the appro- 
priate dress. 

At the beach everyone pitched in, 
clearing the seaweed, driftwood and 
other debris, and cleaning the car. 
The Cadillac was jacked up on one 
side to provide the proper angle for 
photography, the models took their 
places and while police held curious 
onlookers in check, we proceeded 
with 25 shots between 10 a.m. and 
2:30 p.m. 


> At first, we had a bit of trouble 
finding a local photo shop that could 
develop our large 8x10 transparen- 
cies. But, we finally got them devel- 
oped and back to Detroit and New 
York for approval by Cadillac and 
the leather group. 

Brown line prints and final type 
proofs were pasted up and the leath- 
er ad layouts were taken to each 
client for approval. With final ap- 
proval obtained, the finished art copy 
went to the engraver, plates were 
made and proofs were pulled. 

I went over the first color proofs, 
together with McManus, John & 
Adams’ art director. We corrected 
them for color, accuracy and detail, 
and made the necessary revisions. 

Final proofs of the leather ad were 
run off and approved. Electrotypes 
were made and provided to the pub- 
lication, in which space and position 
requirements had previously been 
scheduled. 

The Cadillac tie-in ran in the May 
28 issue of Time. It was followed a 
week later, in the same book, by the 
last of the current series, a two-page 
Chrysler spread with an integrated 
leather tie-in. 

The pad and pencils, and the suit- 
case have been put away for awhile. 
In a few months the 1957 tie-in cam- 
paign will begin to warm up. I’m 
looking forward to bigger and better 
tie-ins for the coming year — and, 
with the experiences of the past 
three campaigns behind me, smaller 
and simpler production problems. 
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If you now buy 


headline 


typography... 


call the Coxhead Man! 


In 15 minutes he'll show you 


how COXHEAD-LINER can cut 


your typography costs 90%! 


Produce your own headline lettering automatically merely by dialing the 
characters. The COXHEAD-LINER delivers it clean and crisp, ready to paste in 
place for reproduction by any method... at a cost of pennies! A typographer would 
charge $3.85 to set 3 words in 72 pt. type. Coxhead-Liner cost—only 8 cents! 
Wide selection of distinguished type faces, conventional and modern, in all sizes 
up to 72 pt. So easy to use... anyone can operate it! Send the coupon, and let 
the Coxhead Man give you a 15-minute office demonstration, without obligation! 


Heads photo-composed on the 
Coxhead-Liner. Text type 
Vari-Typed on the Coxhead 
Composomatic Model. 


COXHEAD CORPORATION 


RALPH C. COXHEAD CORPORATION @720 Frelinghuysen Ave., Newark 12,N.J. 


[__] Please have the Coxhead Man phone for a convenient appointment. 


[ ] Please send me your Coxhead-Liner Booklet 


COMP ANY ....0000- ‘ 


ST REST ccccnsecccce 


. for more details circle 371, page 97 


August 1956 * ar « 45 











The Polls... 





Passers-by in Philadelphia stop to examine three 


sample pages, set in three different types, and mark ballots to 


express their preference. 


The Philadelphia Inquirer recently 
introduced a new 6 pt. Futura Book 
on a 5% pt. base, with Demi-Bold 
first line, in its classified ad pages. 

The difference is obvious. The type 
is more legible than the old 5 pt. 
Ionic on a 5 pt. base. Management 
was unanimous in its agreement to 
change to the new type. 

But, Leonard E. Bach, general pro- 
motion manager of the paper, and 
assistant William White thought the 
public should have a say in the 
matter. 

As Bach put it: “People are part 
of our paper. Ordinarily changes are 
made and dropped into their laps and 
with the hope that they will be ac- 
cepted. We learned a wonderful les- 
son from this experiment.” 


> What was the experiment? 

Simple. The promotion department 
set up a traveling panel display that 
could be set up quickly at any busi- 
ness traffic intersection..One panel 
was marked Type A (the old 5 pt. 
Ionic), Type B and Type C (that 
type selected). A third panel stated, 
“We're looking for The Most Popular 
Type in Town! Step up and select the 
type you prefer to see on the new 
classified pages of The Philadelphia 
Inquirer.” 

The popularity poll took place on 
March 26. The public was asked 
(along with classified advertisers) to 
make a selection on an “Official In- 
quirer Ballot.” 

More than 3,000 ballots were re- 
turned. Of these 88% of the voters 
selected Type C, or agreed with the 
Inquirer’s management. 


46 * ar * August 1956 


Mr. Bach pointed out that the ex- 
periment proved that readers do 
have good taste where type is con- 
cerned, since they thought the same 
as the paper’s experts. 

“And I think we gained their con- 
fidence by letting them have a choice 
in the matter,’ he added. 


>There were many public reactions 
to this. 

Dr. Bernard Kushner, president of 
the Philadelphia County Optometric 
Society, paid great tribute to the 
newspaper for considering the eye- 
sight of its readers. 

Jack Haines of the Philadelphia 
Guild Opticians wrote a letter to the 
Inquirer’s classified ad manager, Jo- 
seph H. Hopkins, praising him for 
the legibility of the new type. 


The Public 
Picks 


Typeface 





The Philadelphia Inquirer asks 
the public to express its 
preference, and the experts 
agree with the results of 

the balloting. 


The Inquirer, of course, went to 
town promoting the new type face. 
Here are a few headlines for ads: 


“Philadelphia Selected It!” 

“A Headline for Every Classified 
Advertisement!” 

“Now on Inquirer Classified Pages. 
The Most Popular Type in Town!” 


There was an additional gimmick 
connected with the traveling poll 
display. Everyone who voted was 
given gold-like coins the size of a 50- 
cent piece. One side read “The Phila- 
delphia Inquirer. The Most Popular 
Classified Pages.” The other side: 
“Judge March 1956. I Helped Select 
The Most Popular Type in Town.” 

44 





A 





MAN. Car. No exp. nec.Estab.3.000 cus- 
temers.Chem. & cosm. rte.No peddling. 
Qur men avg.$90 per as perc JES 3-6214 

ar. No exp. . 
men ave. $90 wk. 32 seeding. 
Exp.allow. & other benefits. WA 2- Rts 
MAN, retired. mech., handyman. Pocono 
resort. CU _8-3456. ba 
MAN —Unencumbered, live in. pension- 
ed, for desk clerk. Broadway 5-1783 
MAN & Wife, under 55. complete charge 
4 floor apartment bidg. Ot! heat. ele- 
vator, includes apt. Morth Phila. Must 
have previous exp. & city references. No 
children or pets. State salary & refer- 
ences lst letter. 
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MAN. Car. No exp.nec.Estab.3000 cus- 
tomers. Chem.& cosm.rte.No peddling. 
Our men avg.$90 per wk.perc.JE 3-6214 
MAN. Car. No exp. nec. Hshid. route. 
Our men avg.$90 wk.No peddl'g.Perc. 
Exp.allow. & other benefits. WA 2-1692 
MAN, retired, mech., handyman. Pocono 
resort. CU 8-3456. 
MAN—Unencumbered, live in, pension- 
_ed, for desk clerk. Broadway 5-1783. 
MAN & Wife, under 55, complete charge 
4 floor apartment bldg. Oil heat, ele- 
vator, includes apt. North Phila. Must 
have previous exp. & city references. No 
children or pets. State salary & refer- 
ences. Ist letter. 
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Old and New . . 


Inquirer. “’ 


. Type A is the face formerly used on classified pages of 
Type C is the face selected in the newspaper's poll. 


‘Philadelphia 





Do you know the type? 


Has a remarkable sharpness 
In a dignified weight; 

As fresh and as useful 

As its lighter type-mate. 
Not simply a version 

Of an earlier face, 

But one that stands proud 
In its own rightful place. 
John Harvard preferred it 
In his Business Review, 
And Esquire picked it 
(Yes—it’s versatile too.) 
Perfect for the ad, 

House organ, brochure. 
Prints well by letterpress, 
Offset and gravure. 
Quick, now vou experts, 
“Tsk-tsk” in disgrace 

If you miss the name 

Of this Linotype face. 


UNIPITY PPPYE. Linotype makes it available with 


cially good for tabular matter. In short, if you want 
italic in a full range of sizes from 6- to 14-point. Its 


to convey your message with assurance and without 
weight, legibility and modern dignity make it ideal ostentation, set it in Fairfield Medium. Care to look 


for a corporate annual report. Lining figures are espe- at a specimen? Drop us a card and we'll send one. 


Mergenthaler Linotype Company, 29 Ryerson Street, Brooklyn 5, N. Y. ¢ LINOTYPE - 


Agencies: Atlanta, Boston, Chicago, Cleveland, Dallas, Los Angeles, New York, San Francisco. In Canada: Canadian Linotype, Limited, Toronto, Ontario 


LEADERSHIP THROUGH RESEARCL H 
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PROGRESS 


PLATE MAKIN ae 


HANSON 
PROGRESSIVE 


MPANY 





When you've seen how this three- 
company team handles a job all the 
way—from layout, copy, and cuts to 
mailing plates and mats to publica- 
tions, you'll recognize that you've 
been served by the first team. Round- 
the-clock service by mail out of Phila- 
delphia. Personal-contact service in 
Philadelphia, New York, Wilmington, 
Baltimore, and Washington. Call us 
on your next job. 
THE 
PROGRESS + HANSON+ PROGRESSIVE | 
GROUP 
923 Filbert St., Phila. 7, Pa. 
9th & Sansom Sts., Phila. 7, Pa. 
24-HOUR PHONE: WAlnut 2-2711 


for more details circle 422, page 97 














. . the only paper 
type mounted on a compact wooden 
type hoider for easy use. 

SET EVERYTHING 


Anyone can set headlines and body text for 
ads, printed pieces of all kinds. 


QUICKER, EASIER 


Aligns automatically to straight edge, tabs 
overlap allowing special spacing for special 
letter combination; no opaquing between 
letters required. 


COSTS LESS 
Each stick contains up to 62 different char- 
= acters in pads of 50 each— 
3000 characters in all. 


COMPLETE FONTS 
$2.50 to $12.50 
WRITE FOR 
| CATALOG Showing 
- 300 Type Faces 


PRESTO PROCESS CoO. 
244 N. Water St. « Rochester, N.Y. 
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ADVERTISING 
REQUIREMENTS 


FOR 
ADVERTISING RESULTS 
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They’re Getting Bigger... 


Adtype Issues Giant Typography Work Book 
Designed as “One-Stop” Tool for Admen 


The race is on! The need for com- 
prehensive type specimen books has 
now been clearly recognized and 
typographers are really extending 
themselves to fill the need. 

The latest giant type guide, and 
one of the most comprehensive yet 
published, has just been issued by 
Adtype Service Co. of Los Angeles 
and Hollywood. While it shows fewer 
different faces than the over 500 
types featured in the 536-page “Bul- 
lard’s Alphabets” published last year 
by Howard O. Bullard Inc., New 
York (May ’55 AR), it goes one step 
beyond the New York book by show- 
ing all body faces set solid and with 
one and two-point leading, and has 
several other special features. 

Called the “Adtype Work Book,” 
the new volume is the result of six- 
and-a-half years of research and 
preparation. Its over 500 pages con- 
tain complete showings of more than 
300 type and photo-typographic al- 
phabets in sizes ranging from 4 pt. to 
15-line (woodtype). Also featured is 
a simplified type specification system. 
Each page has a standard character- 
by-pica table plus character count 
line and, on display faces, an easy- 
count alphabet. 


>A unique feature of the book is 
that it is printed by offset on durable, 
100 lb. Silkote stock, selected for its 
durability and opacity. Pages are 
11x14”, printed horizontally. A spe- 
cially constructed metal hinged bind- 
er with buckstrum cover provides 
ease of use. 
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Complete Showings . . . Each of the type 
showings in the new Adtype Work Book 
contain complete alphabets set on 66 pica 
measure. Body faces are shown in copy 
blocks set solid and with one and two- 
point leading 





Adtype Work Book . . . This special metal 
hinged binder with buckstrum cover adds 
to the usefulness of the new type specifi- 
cation book available from Adtype Service 
Co., Los Angeles 


Pages are designed so that they 
can easily be removed and placed 
under a tissue layout for tracing. The 
Work Book contains complete fonts 
-all letters of the alphabet including 
caps, lower case, figures and points. 
Explaining the background of the 
new book, Adtype officials point out, 
“The entire concept of the publica- 
tion was to make it a ‘work book’ in 
every sense. It is not merely a refer- 
ence source to be sought from time 
to time but actually a working tool 
of the trade that an artist can refer 
to for each and every job. The 11” 
display type lines plus the simplified 
type casting system on each page 
give the book special value.” 

The publication price has been set 
at $48.50, with full credit to anyone 
ordering $500 or more in type from 
the company within six months of 
delivery of the book. Proof of the 
acceptance of the volume came in 
the form of 485 cash orders in re- 
sponse to a pre-publication offer, 
during which the book was offered at 
$38.50. To keep the Work Book up to 
date, Adtype registers each owner 
and will provide free supplementary 
pages covering new typefaces. 


>An additional feature of the vol- 
ume is a section on phototypography, 
showing dozens of type variations 
that can be achieved by photographic 
treatment. This section contains com- 
plete showing of 58 hand-lettered 
alphabets for photocomposition. 

Additional details concerning the 
Adtype Work Book are available 
from the company. 


For your copy circle No. 319 on the 
Readers’ Service Card inside back cover 
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Not when “yes” means to immediately go ahead with a print- 
; ys i 
ing job when Clement receives the order, specifications and 


material. The first step, always, is careful study of every detail 


by the Production Planning Department. Clement customers ‘ a J. W. * iF M i NT C0. 


will tell you this service improves the job and saves money... " MANUFACTURERS OF QUALITY PRINTING 
often thousands of dollars. : Executive Offices & Plant: 
8 LORD STREET, BUFFALO 10, N. Y. 


Sales Offices: 
color printing at the lowest possible cost. Another reason why © Graybar Bldg., New York, Fisher Bldg., Detroit 


Not taking “yes” for an answer helps to produce the finest 


ike a : . . : : 4 Subsidiaries: Pacific Press, Inc., Los Angeles. 
leading businesses take pride in and profit from sharp, clear : Shiltien & Yon Orden Co. San Freacieco 
color printing by Clement. Yet Clement printing costs no more. 
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8 LORD ST., BUFFALO, N.Y. 245 ERIE ST., BUFFALO, N. Y SOUTH SOTO ST., LOS ANGELES, CAL. *70 BRANNAN ST.,. SAN FRANCISCO, CAL. 
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Where Quality Counts... 
it’s “Printed 
Lateef 


- New York at 
ABERCROMBIE & FITCH Co. 


In Chicago at 
VON LENGERKE & ANTOINE 
One can expect to find the greatest collection 


of quality sporting goods ever assembled. 


Those who like the feel of a gun or the flash 
of a fly ... those who enjoy the smell of 
good tweeds or the creak of fine leather. . . will 


find it a pleasure to shop in these afhliated stores. 


Arm-chair shoppers get the same 

thrill, because the mail order catalogs of both 
Abercrombie & Fitch and Von Lengerke & Antoine 
have clarity, snap, punch and detail. They are 
“Printed Letterpress” from precision electrotypes 
to bring you the fidelity and quality 


of the original merchandise. 


Benefit from the successful merchandising 
experience of A & F and VL& A— 
see your letterpress printer and electrotyper 


before planning your next printed piece. 





Remember, if it is worth printing, 
it deserves Letterpress. Specify it by name: 


PRINT IT LETTERPRESS! Four mail order catalogs, totaling more than 800,000 
copies a year, are distributed by A& F and VL&A. 
whe _ Multi-color covers and center color spreads are used in 
A second edition of “The Present and Future of the 


most of the four catalogs. They are Letterpress Printed from 
Electrotypes by READ PRINTING CO. and 
EILERT PRINTING CO.,INC., both of New York City. 


Printing Processes” by I. D. Robbins is now ready. You 
can get a free copy, or an additional copy, by writing... 





CJSTERNATIONAL ASSOCIATION OF ELECTROTYPERS 
AND STEREOTYPERS, INC. 


Dept. AR, 701 Leader Building, Cleveland 14, Ohio 
( Letterpress U.S.A. from an Electrotype ) 
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By Frederic Kammann 
President 
Kammann-Mahan Inc. 
Cincinnati, Ohio 


“Proper organization and plan- 
ning,” says the author, “can cut at 
least 10% off your printing bills.” 
Far from just an idealistic theory, 
the author has seen his own printing 
bills shaved down, without losing 
speed or quality, by the application 
of the system described in this series 
of articles. 

The key to Mr. Kammann’s system 
is a series of nine basic decisions: 

1. Purposes of the printed job. 
2. Uses of the printed job 
ments, handling, in use. 

Contents—words, pictures, space. 

Format-—size, shape, arrangement. 

Printing processes. 

Printing plates (for letterpress). 

Binding and finishing processes. 

Paper—printable materials. 

Cost. 


move- 


The first five of these decisions 
have been covered in the three pre- 
ceding articles in this series, which 
appeared in the May, June and July 
issues of AR. This month, Mr. Kam- 
mann discusses decisions six and 
seven. 


a system for 
controlling 


PRINTING 
COSTS... 


FOURTH OF A SERIES 


The author explains how to hold down costs by proper selection 


of printing plates and binding and finishing operations. 


6. Printing Plates (for letterpress) 


Normally printing plates for all! 
processes excepting letterpress are 
made or provided by the printer. 
Therefore, this section covers only 
printing plates for letterpress print- 
ing. 

The primary key to planning in this 
area is to tell your engraver how the 
plates are to be used—particularly if 
they are to produce duplicate plates. 

Considerations affecting choice of 
original letterpress plates: 


1. Character of contents (text and 
art subjects): 


e Type, lettering, line drawings, 
solid areas . Zine or copper line 
etchings. Copper is more expensive, 
more durable. 


e Shaded areas in line subjects 
Same; Ben Day tints, pattern suited 
to printing surface. 


e Photographs, wash drawings, sub- 
jects with tonal values . .. Halftones; 
screen depends on details to be re- 
produced, printing surface. 


e Subjects combining line art or 
solid areas, with areas reproducing 
tonal values . . . Combination plates, 


in which lines and solid areas are not 
screened. 


For printing on newsprint and 
rough surfaced papers—65 up to 85 
(usually zinc)—poor detail. 


Smooth uncoated papers—up to 120 
(usually copper)—fair to good detail. 


Coated papers—133-200 line screens 
(invariably copper)—finest detail. 


2. Quantity—impressions: 


e Short runs (under life expectancy 
of plates); no re-runs... Print from 
original plates, unless very expensive 
originals. 

e Long runs; re-runs ... Make du- 
plicate plates before printing from 
originals. 


e Multiple forms, repeated on press 
sheet ... Make duplicate plates from 
new originals. 


3. Color: 


e Same general conditions apply as 
for one-color plates. 


e Color separation for type, letter- 
ing, line art, solid areas . . . Conside 
making electros from original line 


etching and routing each for its colo: 
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4. Mounting: 


e Normally printing plates are 
mounted on wood blocks, type high. 


e Plates to be electrotyped are un- 
mounted. 


e Patent Base... Check with printer 
as to the use of Patent Base plates, 
particularly for close register color 
work. 


> Duplicate Plates . . . Here are the 
major uses for duplicate printing 
plates: 


e To avoid printing from originals. 


e For forms that are repeated on the 
sheet. 


e For plates to be printed in differ- 
ent places at the same time—such as 
publications. 


e Where there is danger of damage 
to costly originals in handling or 
transportation. 


e For extra long runs, or for re-runs. 


Additional sets of original plates 
made at the same time cost less than 
the first original set, but more than 
mechanically duplicated plates. Here 
are the different kinds of mechani- 
cally duplicated plates: 


e Electrotypes—Nickeltypes ... Re- 
quired for finer halftone screens—100 


Valuable Reference Guide 


Following the publication of the final 
installment in this series of articles on 
“A System for Controlling Printing 
Costs’’ in next month’s AR, the entire 
series will be available in booklet form 
for handy reference. 


The booklets will be available at the 
following costs: 
Single copies 
Lots of 10 or more 
Lots of 50 or more 
Lots of 100 or more 


50c @ 
40c @ 
32V2c@ 
25c@ 
Send all orders to: Reprint Editor, 
Advertising Requirements, 200 East II- 
linois St., Chicago 11. Payment should 
accompany all orders totaling less than 


$1 
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e Stereotypes .. . Generally limited 
to newspaper work; coarse screens, 
rough paper. 


e Plastic Plates ... Extensively used 
in book publishing, for cartons, and 
for newspapers. Much lighter than 
electros; lower shipping, mailing 
costs. 


e Mats .. . Used for casting plates 
for newspapers. Magnesium pattern 
plates required for large quantities 
and for high fidelity mats. For news- 
paper work mats involve five steps 
before printing plates are in action. 
Electrotypes involve two stages. 
There is some indeterminable loss of 
fidelity at each stage unless precau- 
tions are taken to anticipate and 
compensate for such losses by your 
platemaker. 


> Here’s a handy checklist for order- 
ing plates: 


1. Consult printer on halftone 
screen; mounting 


2. Check proportions for reduction, 
enlargement 


e Check sizing of copy 
e Give one dimension only 


3. Color separation 


4. High-lighting—hand tooling—ex- 
tra deep etching 


5. Plate life expectancy in impres- 
sions 


e Patterns for duplicate plates 


6. Paper stock for proofing (publi- 
cation or printing stock) 


7. Number of proofs 
8. Delivery or shipping instructions 
© ee Checkpoint No. 6: 


Range of Alternatives: Other Decisions Affected: 
[] Plates specified to 8. Paper 
reproduce contents ma- 9. Cost 
terial most faithfully; 

paper selected accord- 

ingly. 

[] Plates specified for 

paper to be used; no 

exception to this. You 

can’t dodge the com- 

patibility of plates and 

paper. The reproduction 

of contents is at stake 


at this point. 


7. Binding & Finishing Operations 


Check the accompanying table for 
various operations which should be 
considered for efficient planning. 
Here are some additional tips which 
will prove valuable: 


e Seek to avoid hand operations — 
they’re slow and costly. 


BINDING & FINISHING 
OPERATIONS 
Hand 
Work 


Machine 
Work 


Type of 
operation 
Press work 
Bronzing’ 
Die-cutting' 
Embossing 
Imprinting 
(by stopping 
press) | 
Numbering’ 
Ruling 
Scoring ' 
Varnishing 


Cutting 
Cutting 
Perforating ' 
Punching ' 


Trimming 


Folding” 

Assembling 
Banding 
Collating? 
Gluing* 
Inserting 
Labeling 
Matting 
Mounting 
Packaging 
Sealing 
Stamping 
Stripping 
Tipping 


<x «KK KK mK KKK KK 


Binding 
Case-binding 
Cord tieing 
Eyeletting 
Sewing’ 
Stapling 
Stitching? 
Tabbing? x 
‘operation, under certain circumstances, 
may be done on original press run. 
2check operation as to availability of 


machine work. 


e Compare press run metallic inks 
with bronzing powders. 


e Varnishing—would cast-coated pa- 
per eliminate this operation? 


e Bindings — review material under 
Section 4— Format (July AR, page 
91). 


Next Month . . Mr. Kammann con- 
cludes this series in the September 
AR with a discussion on the eighth 
and ninth basic decisions—paper and 
cost. Of special interest will be a 
handy reference chart showing paper 
characteristics . . . a 20-point check- 
list on ways to cut costs and hold 
quality ... and a discussion on time 
schedule control. 44 





What To Tell Engraver? 
Everything, Says Writer 


“Tell engravers more when you use 
color” is the advice of Lenore Upton, 
writing in Metrode, metropolitan 
Detroit edition of Printing Monthly 
Magazine. It’s not enough to tell him 
the quantity, sizes, screen, mounting, 
due date and shipping instructions, 
she points out. 

“The engraver also needs to know 
the stock on which the job is to be 
printed, the specific printing press, 
whether by wet or dry process, and 
the order of rotation of colors ...A 
first-down color needs more tack so 
that it will stick. A too-tacky second 
color can lift the first color.” That’s 
why it’s important, she says, to deter- 
mine this sequence in advance. 

The order should specify wet 
proofs if the press run is to be on a 
multiple color press. “Drying be- 
tween colors on the engraver’s proofs 
will mean a lack of correspondence 
of the finished job with the progres- 
sive proofs.” 


>The article lists some of the risks 
production men run when they fail 
to give complete instructions to the 
engraver. Proofs may be pulled in 
the opposite direction from that in 
which the job is to be printed. Time 
may be lost while plates are bur- 
nished, re-etched or even remade. 

A conference between printer and 
engraver can iron out a lot of prob- 
lems beforehand. Discussing the 
press layouts permits the making of 
engravings in the proper printing 
units and assures printing economy 
and esthetic color values. 


>Summing up, the article recom- 
mends complete, specific and under- 
standable engraving specifications 
that tell the engraver what particu- 
lar reproduction problems face the 
printer—and allow him to duplicate 
these conditions. Thus any inade- 
quacies in cuts can be corrected in 
time. 44 


Booklet Shows Xerox 


Platemaking in Action 


A new fact sheet prepared by the 
Haloid Co., Rochester, N.Y., explains 
in detail how duplicating masters can 
be made with Xerox copying equip- 
ment. Xerography, a dry, electrical 
copying process, can produce paper 
masters and presensitized metal 
plates for offset duplicating, translu- 
cent masters for diazo printing and 
spirit masters for spirit duplicating. 

The range of subject matter that 
can be reproduced includes news- 
paper and magazine articles, half- 


tones, type and illustrations, catalog 
sheets, ads, bulletins and price lists. 
Using a Xerox camera, plate and 
processor, an operator can turn out 
an offset master ready for duplicating 
within three minutes. Metal offset 
plates and spirit masters also require 
only a few minutes’ preparation time, 
according to the brochure. 

Step-by-step illustrations show the 
plate-making process in operation. 
Reduction to 50% and enlargement 
to 150% are attainable with Xerox 
equipment. 


For your copy circle No. 304 on the 
Readers’ Service Card inside back cover 


Galley Proofs Illustrate 
Shop’s New Typefaces 


Fresh from The Composing Room, 
New York, are two new 9x26” king- 
size gailey proofs showing machine 
and foundry faces added to its work- 
ing collection. Besides such favorite 
faces as News Gothic and Basker- 
ville Bold and the increasingly popu- 
lar Standard series, the shop has pur- 
chased or augmented such display 
faces as Latin Elongated, Egyptian 
Expanded, Fortune Light, Roman 
Compressed No. 3 and Railroad 
Gothic. Display faces range from 6 to 
72 pt. 

Type specimen sheets are especial- 
ly legible, can be hung over a desk 
or filed away with other editions of 
“What's New,” the shop’s name for 
its type bulletins. New faces will con- 
tinue to be added, the company re- 
ports. 

Copies are available on request 
from The Composing Room, 130 West 
46 St., New York 36. 44 


Rapid-Etch Cuts Costs 
On Small Engravings 


Admen can shave costs on head- 
and-shoulders portrait cuts, new 
products engravings and other “mini- 
mum” sized plates by ordering 
Rapid-Etch alloy engravings, accord- 
ing to an announcement by the 
Basil L. Smith System, Philadelphia. 
Conventional 2x2” and 2x3” cuts can 
be produced in Rapid-Etch at sav- 
ings of 20% to 50% over copper or 
zinc halftone rates, the company as- 
serts. A 2x2” copper halftone is 
priced at $1.85. Complete details and 
prices are available on request. 


For your copy circle No. 305 on the 
Readers’ Service Card inside back cover 


“Relief Process” Cards 


Described in Bulletin 


A bulletin from Relief Printing 
Corp., Boston, details the business 
card and letterhead printing obtain- 





WET PROOFS 
THAT ARE 


GENUINELY 
WET 


2k Every set of 

plates intended for four 

color wet edition printing is 
both flatted and final proofed 
on modern four color ‘wet’ 
proofing presses. 


(if GZ. 
E WYVAMUCI'Ss Sit. 
Beautiful Color Work Outstanding Black & White 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 


. . for more details circle 373, page 97 


Easy Way to 
Stay on the Ball 


Dozens of readers, and advertising 
agency executives in particular, have 
written us to the effect that Adver- 
tising Requirements is ove book that 
enables them to stay on the ball. The 
president of one New York Agency, 


for example, says “Advertising Re- 





quirements is helping me to keep my 
staff up to date. I am requesting that 
all creative and production person- 
nel read it thoroughly.” If you have 
any doubts about seeing every issue, 
we suggest you enter your own per- 


sonal subscription at once. 
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able with its special process. Trade- 
marks, logotypes and emblems may 
be reproduced in color by steel die 
engravings and the text printed in 
black or blue relief process, similar 
to embossing. 

Business cards are packaged in 
Draw-Pul cases of 25 each. Letter- 
heads are illustrated in two suggested 
styles. They may also be designed to 
order. Prices start at $5.65 for 100 
sheets with matching envelopes. 

Sample letterheads and business 
cards are available. 

For your copy circle No. 306 on the 

Readers’ Service Card inside back cover 


Circle Cutout Adds Fillip 
To Cherry Kijafa Folder 


Skillfully planning artwork around 
a die cut, Browne Vintners Co., New 
York, turned out an eye-catching 16- 
page leaflet promoting Danish Cherry 
Kijafa. A circle cutout, %” in dia- 
meter, appears on each page of the 
gate-fold leaflet and forms the center 
of interest. The shape represents, 
variously, a cherry (from which the 
wine is made), an open mouth (for 
its taste appeal), a globe (for its 
world-wide distribution) and other 
elements called for in the design. 
Pamphlets are intended for retail 
distribution. 

Copy is light and whimsical, pur- 


the 
simplest 
way 


to gain a reputation 


Center of Interest . . . To promote Cherry 
Kijafa, Browne Vintners, New York, used 
circle cutout in fairy-tale sequence telling 
how wine got its name. 


porting to tell the story of how the 
wine specialty got its name. In fairy 
tale style it relates how a Kijafa bird 
stowed cherries in a wine press, and 
a poor young vintner turned them 
into wine, thereby making his for- 
tune. Recipes and drinks using Ki- 
jafa are included. 

The folder is illustrated with styl- 
ized drawings and printed in two 


for leadership, 


is to do the finest job 


in your field, 


and keep on doing it 


year after year 
and decade after decade. 


In photoengraving, 


as in advertising, 


there’s no short-cut 


to quality. 


LEFTERPRESS 


GRAVURE 
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colors. Browne Vintners is the sole 
importer of Kijafa in the U.S. 44 


“Book|lmpositions” Presents 
Printing, Binding Data 


A manual of production data on 
book binding and printing has now 
appeared in a revised, enlarged form. 
Book Impositions, Fourth Edition, 
published by J. F. Tapley Co., Long 
Island City, N. Y., aims to “materially 
improve the quality of books pro- 
duced.” It contains specific informa- 
tion on bulk and bulk equivalents, 
trade customs, binders’ guides and 
grippers information, as well as ex- 
tensive sections illustrating book and 
Cleveland Folder impositions. 

Additional information about this 
reference work is available from J. F. 
Tapley Co., 32-01 Queens Blvd., Long 
Island City, N. Y. 44 


Screen Process Show 
Scheduled for October 


The eighth annual convention of 
the Screen Process Printing Assn. is 
scheduled to be held at the Sherman 
Hotel, Chicago, Oct. 20-22, 1956. 

Approximately one hundred ex- 
hibitors will participate, showing the 
latest in technical and mechanical 
procedures developed for greater effi- 
ciency and variety of application on 
the shop level. 

To exhibit the industry-wide prod- 
ucts in which screen process has been 
utilized, a “Product Fair” will con- 
tain samples of jobs from over 30 
countries. These will be on display 
for the general public during the 
three-day convention. 44 


New Teletypesetter Faces 
Shown by Intertype 


Comprehensive specimens of five 
current Teletypesetter faces are 
shown in a 28-page booklet from 
Intertype Corp., Brooklyn, N. Y. Unit 
fonts for both news and classified 
ads are illustrated. 

Thirty-four fonts are now avail- 
able for use with Teletypesetter 
equipment, including six versions of 
the new Imperial design. Specimen 
texts illustrate size, weight and lead- 
ing variations of this face and Regal, 
Ideal, Regent and Rex. Examples of 
stock market reports and quotations, 
sports columns and classified adver- 
tising are also included. 

The booklet contains useful in- 
formation on the design of unit font 
matrices and their relation to the 
mechanics of tape operation. 


For your copy circle No. 307 on the 
Readers’ Service Card inside back cover 





How a New Brand Name 
Was Introduced Overnight 


When a Philadelphia dairy 
wanted to replace one brand 
name by another without losing 
customer or dealer goodwill, it 
took a carefully worked-out plan 
ona tight schedule to do it 


successfully. 


by Allen Sommers 
AR Philadelphia Correspondent 


For many years Aristocrat Ice 
Cream has been a household name 
in Philadelphia, especially since resi- 
dents of the Quaker City consume 
more ice cream per capita than any 
other area in the world. 

Consequently, a year ago, when 
Foremost Dairies Inc. took over Phil- 
adelphia Dairy Products Co. Inc., 
producer of Madison, Aristocrat and 
Adelphia brands, plans were started 
to change the name of the popular- 
priced Aristocrat to Foremost. 

The company and its agency, Bauer 
and Tripp Inc., gave the plan the 
name of “Operation Big Change,” 
suitable enough, considering that it 
had to cover not only the Philadel- 
phia area, but some 10,000 dealers in 
central Pennsylvania, parts of New 


York, Delaware and southern New 
Jersey. 


>It wasn’t an easy operation to plan, 
and both company and agency had 
qualms. It is not always easy to 
change a product name without los- 
ing a good deal of support—especially 
in conservative Philadelphia, gener- 
ally resentful of change, and with 
great affection for Aristocrat, an old 
brand, in the hearts of Philadelphia 
ice cream consumers. 

It was more than ice cream that 
was affected, too. The Aristocrat la- 
bel was used on milk and other dairy 
products that had been distributed 
by Philadelphia Dairy. Two other 
brand names in the Philadelphia 
line-up were to be maintained. Dolly 
Madison, a premium brand, and the 
first such line in any dairy in the 
country, was to be continued, as was 
Philadelphia’s low-priced brand, 
Adelphia. 


> There were two obvious targets for 
such a change of name—the dealer 
and the consumer. Both had to be 
protected from confusion, and the 
dealer, in particular, had to have the 
transition smoothed over. 

The consumer reaction was some- 
what the easier to handle. The com- 
pany approved the largest regional 


advertising campaign for ice cream 
ever undertaken by a dairy. In addi- 
tion, the change-over was given 
widespread publicity and intensive 
promotion. 

This, of course, helped to create a 
favorable attitude among the dealers. 
They were given to understand that 
Foremost’s international resources 
for obtaining the finest ingredients, 
plus the benefits of a nationally- 
known brand name, would lead to a 
stronger position for them, once the 
transition period had been com- 
pleted. This view was brought to the 
dealers through personal calls by 
field men and sales promotions crews. 

But the important factor in win- 
ning dealer acceptance was the 
smoothness of the change-over, and 
planning for this started as long ago 
as last October. The shift would be 
made on a market-by-market sched- 
ule over a two-month period cover- 
ing April and May of this year, so 
that it would be completed before the 
big ice cream time of the year. 


>This took careful planning, and 
utilization of every resource of the 
company. For after all, there were 
more than 10,000 dealers to be taken 
care of. The program included flavor 
boards, window streamers, counter 
displays, outdoor posters, signs on 
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eZ TRIMYT OT 1 
P.C-P SIGNS 


FOR INDOOR 
OR OUTDOOR 
USE 


Have you discovered and used 
pressure sensitive signs? They're 
ideal for most merchandising and 
advertising 


Application is so simple that 
dealers and salesmen like them in- 
stantly. Completely versatile, 
they'll revolutionize your P-O-P 
work—any size, design, shape, color 
is possible, and Prentice prints on 
pressure sensitive papers, foils and 
plastics. Don’t wait any longer 
learn the advantages for your 
company 

Write for estimates of your de- 
signs or ask for sketches on ap- 


proval. Samples on request to 


Dept. A-8 


BACKING 
PEELS OFF! 


ADHESIVE 
CLINGS FIRMLY 


Prentice Products Co. 
Lincoln Highway East + Ft. Wayne, Ind. 
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Complete campaigns or single 
pieces. Basic ideas to finished 
product. Point-of-Purchase 
specialists. 


A SY 


Finest quality backed by 50 
years of leadership in offset 
and letterpress printing. 


FOR SERVICE 


A complete service in every 
phase--from planning to distri- 
bution--in a new modern plant. 


ALL UNDER ONE ROOF 


e + e 
UC eae ae 
hl TOUHY AVE. 
aN 
CHICAGO, ILL. IRving 8-5500 


New York «+ Philadelphia + Cleveland 
Detroit + Cincinnati + Los Angeles 
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Salesman at work ... 
Kemme, Aldan, Pa., looks on. 


delivery trucks, and all the other 
items that go into the distribution 
and point-of-sale promotion of this 
popular frozen food. 

In order to do the change-over 
quickly and with impact, the terri- 
tory was divided into markets, in 
each of which the entire shift would 
occur overnight. This involved using 
everybody in the company, plus very 
careful planning. Full-page ad mats, 
some in color, were in the hands of 
local newspapers three weeks in ad- 
vance. Radio transcriptions were sent 
to the stations days ahead of C-day, 
as were tv film spots. 

Publicity releases were sent out in 
advance of the change-over, treating 
the event as straight news, and it re- 
ceived news treatment. Business 
publications were given stories and 
photos to cover the event. 

On C-Day, consumers opened their 
papers and found a full-page ad with 
the headline “Aristocrat is Foremost 
Now.” Two ice cream cones dressed 
as bride and groom told the story of 
a “Philadelphia Ice Cream Wedding,” 
an obvious connection with the pa- 
per-filling stories on the wedding in 
Monaco of Grace Kelly and Prince 
Rainier. 


>That same morning, consumers 
would have found their retail outlets 
blossoming out with Foremost signs 
replacing all Aristocrat materials, 
and this took some doing. 

Well in advance of the actual 
change-over date, field men were 
given enough streamers, flavor 
boards, and other display items to 


Edward Morace changes signs and displays while grocer Fred 


cover their entire list of outlets. A 
complete package was set up for each 
dealer, and delivered over a period of 
about three weeks, with explicit in- 
structions and emphasis on the target 
date. Each dealer was given an addi- 
tional reminder of the target date 
several days in advance. 

On the actual days of the change- 
over, everybody pitched in. Driver 
salesmen worked until midnight 
every night, changing materials in 
stores. All Aristocrat identification 
was removed, even to the packages 
of ice cream left in the dealers’ cab- 
inets. These were replaced with 
Foremost, and the old packs were 
sold to the dairy employes at a big 
discount. 


>There are so many different items 
used in display and promotion, that 
it was a major job to see that all the 
materials, from many different sup- 
pliers, were ready on schedule. Here 
is a run-down on just some of the 
problems: 


e Window streamers ... These were 
done in full-color offset by Weiller 
Co., Philadelphia. The copy theme 
was “Aristocrat is Now Foremost— 
The Great New Taste in Ice Cream.” 
This theme ran through the entire 
change-over campaign. 


© Outdoor hanging signs . . . These 
furnished one of the main problems, 
and a serious one, since they formed 
one of the most important means of 
identification. Fortunately, the bulk 
of the signs that had been installed 
were designed with replacement 





panels, which were all that needed 
changing. This job, scheduled for 
April and May, was threatened by an 
eight-week strike in the sign indus- 
try, which involved erection crews. 
Fortunately for the program, the 
company was able to get the job done 
by calling the work “change of panel” 
rather than “sign erection.” It 
worked, and the new signs went up 
on schedule. 


e Cornice signs . . . Running across 
the tops of the buildings, these all had 
to be lettered by hand. With advance 
notice, Harper Sign Co. was able to 
turn them out in plenty of time. 


e Back-bar displays . . . More than 
2,000 of these had to be painted by 
hand. Philadelphia Dairy’s own sign 
shop, under the direction of Sam 
Robins, went on a round-the-clock 
schedule to get them done. 


e Flavor boards... These presented 
a special headache, since the com- 
pany is going through a transition 
phase, in which new plastic boards 
will eventually replace the present 
ones. The new ones, however, could 
not possibly be ready in time, desir- 
able as that would be. As a tempo- 
rary fill-in, 8x4” overlays were 
printed with the Foremost name to 
cover the old Aristocrat name. 


e Decals ... The only way to get an 
old decal off a window is to scrape it 
off by hand, and this had to be done, 
window by window. The supplier 
lent a hand in this task, and sent his 
men around to scrape off the old de- 
cals and put up the new. 


»’Once the change-over was com- 
plete, everybody at the company 
could draw a sigh of relief. But the 


Ad studied . . . James H. Meehan, Fore- 
most vice president, examines the opening 
ad of the intensive regional campaign, 
covering a five state area. Alan Tripp, 
president of Bauer & Tripp Inc., Philadel- 


phia agency handling the account, holds 
the proof. 


new ideas for decorating 
your new toy line with 


% & & 
G6 63 AY 


Interest...and 


SALES APPEAL! 


Does your new toy line need that extra punch to guaran- 
tee the attention of toy department and store buyers... 
and the all-important action at the point of sale? 

The answer to your problems may be found in our 
brand new Meyercord file brochure “Decals’”—The. Art 
of Selling.” You'll find new ideas by the score for beau- 
tifying and merchandising your product right into the 
customer’s heart. No matter what you make... . toys, 
home furnishings, novelty items, any consumer product 
... you'll find plenty sales-stimulating decal designs to 
enhance your product at a tiny fraction of hand-painting 
time and cost. 

Write today, on your company letterhead, for this 
jam-packed brochure of sales ideas. It’s absolutely FREE 
to you, without any obligation. If possible, send a de- 
scription or actual sample of your product... and we'll 
include a packet of decal samples, best suited to your 
needs, for your inspection. 


Li iedpsth tales hacia inlelatteedd 
COLL Yel LL ELL — 


Chicago 44, III. 
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a promotion campaign did not stop. 
Sign Problems Got You Down? Special effort was made to see that 
° the new name was deeply impressed 
on the mind of the ice cream buyer. 
This included contests in local areas 
and give-aways on radio and tv. Late 
in June, a second campaign, using 
radio, tv and newspapers, started 
with the secondary theme “The 
Dreamiest Ice Cream in Town.” 

Few people in the Foremost mar- 
ket area could have missed the cam- 
paign. It has been successful in hold- 
ing onto the loyalty of both dealer 
and customer. But successful as it 
was, you won't find anybody at the 
dairy or its agency who will suggest 
changing names again right away! 44 





Illuminated Displays 
Described in Leaflets 


Examples of illuminated clocks and 
Completely Weatherproof Easy to Apply thermometers available for all point- 
Resists severe weather . . . looks fresh of-purchase displays are described 
illite 2 oe in detail in leaflets offered by Dualite 
as new after a year or more ectaiia Rein Maieinedl 
All available with individual dealer 
imprints, the following point-of- 
purchase displays are included in 
the Dualite literature: 


Use -eethe new self-adhesive 
vinyl sign material that's... 


No water, glue, activator or other 


paraphernalia needed, Just peel off 
the protective backing ... press Fas- 
Cal sign into place. 


Economical 

No specialized application labor 
needed. No lost time in preparation, 
drying time or clean up. Equipment 
back in action in seconds! e The Temprite advertising ther- 
mometer ... heavy steel finished in 
baked enamel colors. Available for 
outdoor or indoor use, the unit has 
an over-all diameter of 1334”. Ship- 
ping weight is four lbs. 


Mail coupon for more information about 

FasCal . . . and a “Creative Uses for 

FASSON” file which shows many un- 

wi obi fr FASSON So] Reh ot enter | + The Verdi Pecan Ail 

ed and blue ink on white FasCal. . a self-starting desk model elec- 
| tric clock with a removable base for 

| | wall mounting. Of all plastic con- 

| | struction, the Versadial measures 

| | 714x7” with a 514” dial. Advertising 

7 copy is permanently imprinted by 

D tiiaes — letterpress or silk screen process. 

| | 

| | 

| | 

| | 

| | 

| 





FASSON DIVISION OF AVERY PAPER COMPANY 
260 Chester Street, Painesville, Ohio 


SS 


PRODUCTS 


[) Send me FasCal samples, [] Send me a “Creative Uses 


prices and descriptive for FASSON” file. 
literature, 





Shipping weight is three lbs. 





Company 
DIVISION OF AVERY PAPER CO. e The Triple-Ad Clock Sign with a 
Sales Offices in Street ; : a 

Boston Detroit eas dimensional face of precision-formed 

Chicago New York . : oa. . ‘ a 
ee Oakland, Calif. City Tass State Plexiglas plastic. With an ove! -all 
Philadelphia are Pe ee | size of 244x174", the display con- 
. . for more details circle 353, page 97 tains a changeable copy board for 





advertising messages in addition to 
the 1014” illuminated clock. Shipping 
CEIL-STICK PARA-STICK TWIN-STICK weight is 50 Ibs. 





Additional Dualite display pieces 
: YOU 0 are described in the literature. 
D D KN W cs For your copy circle No. 309 on the 
eeee Readers’ Service Card inside back cover. 


... that all of our products are made to your order to assure fresh 
adhesives so vital to adhering displays. 


Display Letters Adhere 


DURABLE manufactures a complete line of adhesive coated products 
for hanging displays. Write to... To Surfaces on Touch 


Leatherlike letters that can be ap- 


D be plied to most surfaces with fingertip 
Ura @ RUBBER PRODUCTS CO pressure have been developed by 





609 W. Lake St. Chicago 6, Il Poster Products Inc., Chicago. A 
: sample of the new pyroxylin-coated 
. . for more details circle 374, page 97 display type, called Post-On letters, 
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is now obtainable. Post-Ons can be 
used for signs and sales messages, 
posters and directories. They adhere 
easily to walls, ledges, glass and door 
panels. Sizes range from 13/16” to 
iy’. 

Post-On letters are designed in a 
Gothic type face and come in die-cut 
sheets. A choice of red, yellow, blue, 
black or white is available. Under- 
neath the coated backing of each 
character is a pressure-sensitive ad- 
hesive. After the backing is removed, 
the letter may be easily pressed into 
place. It can later be peeled off when 
desired. A_ specification sheet is 
available. 


For your copy circle No. 310 on the 
Readers’ Service Card inside back cover 


Brewery Promotion Piece 
Shows Proverbial Wisdom 


Leaning heavily on dignity for its 
appeal, a new point-of-sale promo- 
tion piece for breweries introduced 
by Ad Products Inc. Philadelphia 
consists of a rich-looking plaque 
bearing a thought-provoking prov- 
erb. 

The frame of the plaque is made of 
gold plastic and measures 714x95”. 
The proverb is printed on colored 
plastic with an ink of contrasting 
color. 

An advertiser's crest, trademark, 


A FAMOU 
PROVERE 


I had no shoes and com- 
plained, until I met aman 
who had no feet. 


or brief advertising message can be 
imprinted on the upper edge of the 
frame. 

While five proverbs are offered 
from stock, additional proverbs can 
be printed on special order. 

Additional information may be ob- 
tained from Adcolor Products Inc., 
1316 Mount Vernon St., Philadelphia 
23. 44 


Exhibitors Offered Details 
On Advertising Exposition 


A brochure containing a booth floor 
plan, price list, and details on Chi- 
cago’s third semi-annual National 
Advertising Industries Exposition, 
Sept. 16-19, is available to prospec- 


tive exhibitors. 
A “market-place” 


for advertising 


production, promotion, and merchan- 
dising, the show will limit attendance 








HANKSCRAFT 
DISPLAY MOTORS 


THE HANKSCRAFT COMPANY 
REEDSBURG, WISCONSIN 
Sales Offices in these principal cities 
CHICAGO © PHILADELPHIA * MINNEAPOLIS 
NEW YORK © DALLAS * TORONTO (Ontario) 
SAN FRANCISCO (Erlach Lee Company) 
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to visitors interested in buying adver- 
tising products or services. 
According to the NAIE brochure, 
the full four days of the exposition 
will be devoted to exhibits and dem- 
onstrations with no “time out” for 
speeches or meetings. More than 7,500 
qualified visitors are expected. 
Details are available from NAIE, 
3302 Dodge St., Omaha. 44 


Manufacturers To Exhibit 
At Democratic Convention 


Marking an advent in advertising, 
75 nationally known companies will 
exhibit at “The American Showcase” 
exposition to be held in conjunction 
with the National Democratic Con- 
vention in Chicago, August 13. 

The unique exposition is based on 
the idea that since the delegates of 
the political convention are leading 
citizens of their communities, adver- 
tisers can increase sales by influenc- 
ing those who “set the styles.” 

Exhibits will be displayed in the 
North Hall of the International Am- 
phitheatre where the delegates con- 
vene. Displays will include the latest 
in household equipment, candies, 
drinks, jewelry, books, television 
sets, etc. In addition, railroads, air- 
lines and utilities will exhibit. 


SELL MORE Cloke’ 


This pert miss is flagging 
plenty of consumer attention — 
and increasing home sales—as 
she reminds the consumer to 
take Coke home. This is just one 
of The Coca-Cola Company’s six, 
year-around interchangeable 
displays utilizing the 
Hankscraft standard 1240 
full-swing motor. You'll find 
many other famous names 
in action with low-cost, 
trouble-free Hankscraft 
display motors. They 
operate for weeks without 
attention—and on a 

single flashlight battery. 


The center pivoted motion 
piece of the girl holding 
signal flags operates in a 
full sweep, moving each 
flag approximately 150 
degrees. 


FREE BOOK! 16 pages of detailed 
information and drawings on 11 
basic Hankscraft models, special 
motor applications and free engi- 
neering service that will help you 
plan the most effective animation 
for your display. 


A 


*Coke is the registered trademark 
of The Coca-Cola Company 


THE HANKSCRAFT COMPANY, Reedsburg, Wis. Dept. \R-8 


Please send me FREE manual on Hankscraft Display Motors. 


Name 
Company 
Street Address 


ae 


Zone State 
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Chicago’s loop is almost always 
noisy, but on June 15 it was filled 
with a special clacking. Just about 
everybody was busy clicking and 
clacking little yellow Turtle Wax 
crickets, and the streets and side- 
walks were littered with the little 
noisemakers. 

The occasion for this was the un- 
veiling of Chicago’s newest spectacu- 
lar, a 34’ plastic turtle, whose head 
stood 17% stories above one of the 
city’s busiest intersections. This was 
the most ambitious sign effort in the 
five year history of the Plastone- 
Turtle Wax Co., and a clever promo- 
tional campaign, under the direction 
of M. F. Kostman, W. B. Doner & Co., 
Plastone’s agency, was designed to 
wring the utmost from the event. 


Coming-Out Party 
for a 


opectacular 


How Plastone-Turtle Wax 
made the most out of 
their Weather-Predicting Turtle 


>Plastone’s advertising program is 
built around Mr. Turtle, a lively, car- 
toon-type character designed for the 
company by Jack Strausberg, Chi- 
cago artist. Either Mr. Turtle or one 
of his family appears on each of the 
seven leading products of the com- 
pany. Mrs. Turtle work only on 
household items, and young Tommy 
Turtle only on a bicycle polish. But 
radio and tv spots, as well as news- 
paper space, have made many con- 
sumers in the 170 markets in which 
advertising is used aware of the tur- 
tle family. 

So a turtle theme was a natural 
when it came to picking the design 
for a spectacular. The space was care- 
fully selected, atop a triangular build- 
ing by which thousands of motorists 
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pass daily, only a block or two from 
two through highways. A three-sided 
sign sends out its information in all 
directions, telling the passing motor- 
ist the time and the temperature, all 
the while reminding him of Turtle 
Wax and its slogan “Hard Shell Fin- 
ish.”” And to cap the structure is the 
plastic turtle, whose interior lights 
indicate the coming weather. Red for 
warm weather; blue for cold; white 
for rain or snow; green for no change. 
And to let everybody get a good look 
at the animated trademark, the 15,000 
lb. beast rotates slowly. 


> The design of the sign was done by 
Victor Sign & Display Co., while 
White Way Sign Co. got the job of 
erecting the structure and putting Mr. 
Turtle in place. The turtle itself, built 





Leading float . . 


Turtle 


by Multiplastics Co., Addison, IIl., 
uses 3,200 square feet of Fiberglas. 


> The dedication of such a sign would 
normally attract the attention of 
thousands of motorists, who would 
naturally be curious about the roof- 
top construction. But with some extra 
effort, a great deal more promotional 
value was obtained. 

The first step was to change the 
name of the intersection to Turtle 
Square. While this was not official, 
nevertheless the company held a 
short ceremony, reading aloud a 
proclamation to anybody who cared 
to listen, and temporary signs were 
put around. Their main purpose was 
to call attention to the formal dedica- 
tion a day or so later. 

The dedication started off with a 
parade through the Loop. The lead 

ar pulled a float with a band, an 8’ 
model of the turtle, and an invitation 
to everybody to come to Turtle Wax 
Square. Behind the trailer were 16 
convertibles, tops down, filled with 
celebrities whose identities were an- 
nounced on banners hanging on the 
sides of the cars. Among the occu- 
pants of the cars were a group of 
adorables from the Chez Paree, Chi- 
cago’s well-known nitery; the Crew 
Cuts, hit quartet appearing at the 
Palmer House; Barbara Britton, star 
at the Hinsdale Summer Theater 
other local celebrities. 


, and 


. carries Mr. Turtle replica and the band. 


The cavalcade swept through the 
Loop, with models scattering hand- 
fuls of the Turtle Wax crickets to the 
people who watched the line-up drive 
by. After making the rounds, the cars 
drove west to the building. It is 
doubtful if many of the Loop shop- 
pers actually followed the parade to 
the dedication ceremonies, but there 
was a crowd of people waiting for 
things to happen. They had been at- 
tracted by the decorated platform, the 
music being played over a p.a. sys- 
tem, and by ads that the agency had 
placed in city newspapers and over 
radio and tv stations, inviting every- 
body to the dedication. 


> As soon as the parade arrived at 
the 27x8’ stage, the model of the tur- 
tle was moved to stage center and 
connected to an already prepared cir- 
cuit. The Crew Cuts as one man, as 
befitted a quartet, pushed the switch 
that lit the spectacular. Little Mr. 
Turtle, standing on the stage, was 
hooked into the circuit, so that he, 
too, went on as the switch 
thrown. 

Good press coverage was obtained 
for the new sign. Of particular inter- 
est were action shots of the turtle 
being mounted, and the sections be- 
ng hoisted to the top of the building. 
It made the dailies, rated a full-page 
treatment in a local Sunday supple- 
ment, and went out over the wires. 


was 


Going up... 


section at a time through the air. 


—, 
iy 


Mr. Turtle . 


set-up 


Girls . . 


August 


(above) 


has a practice 


. are always an asset in a parade. 
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two more 
great signs 





\ BY ROBERTSON 
Leading manufacturers of SILK SCREEN 
and Lithograph signs for regional and 
national advertisers. 


* Baked enamel process—plain or reflectorized 
* Steel or aluminum 
* Quantity producers for over 30 years 


ROBERTSON SIGN CO. 


SPRINGFIELD, OHIO 
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Roto:Sho 


TURNTABLES 


The action display way 
to boost your sales! 


$995 


List Price 





Model $M-10. ROTO-SHO.JR. Costs only 1%4¢ a 
= day to run! Revolves 3 times a minute. Holds 
build-up display fixture permitting full use of dis- 
play space. Carries 10 Ibs. A.C. only. 


Model XM-1. ELECTRIC 
CHRISTMAS TREE 
HOLDER-TURNER. 
Lights and tree turn 3 
times a minute! Carries S&S 
up to 15 foot tree, 2005 
Ibs. Costs only %2¢ daily = 
to run. A.C. only. 










Delivery out of stock in 24 hours! 


Get FREE illustrated literature showing 
build-up fixtures, prices. Write today! 


KASSON DIE & MOTOR CORP. 


Formerly General Die & Stamping Co. 


32-14 Northern Bivd., Long Island City 1, N.Y. 
Integrity Since 1919 






Makers of fractional horsepower motors; 
skeleton and ceiling turntables for display industry use. 
Quantity discounts available. 
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> Promotion wasn’t over when the 
sign went up and was in operation. 
National coverage was achieved with 
a tie-in gimmick on the Steve Allen 
“Tonight” show. Miss Hard Shell 
Finish, a Chicago model named Mar- 
ian Stafford, paid a visit to “Tonight” 
on June 21, and read a proclamation 
naming Mr. Allen “Mayor of Turtle 


Square.” Going along with the title 
was a plaque showing the famous 
trademark, but with the equally fa- 
mous Allen face replacing that of the 
turtle. 

Put it all together and you get 
quite a bit of mileage out of what is, 
after all, just another sign, even if it 
is a “first” in spectacular history. 44 
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All Over the World 


Wherever You Go, Whatever Your Language, 
The Familiar Red and Yellow Sign Means Film 


A citizen of Madison, Wis., Waco, 
Tex., Camden, N. J., or any point 
between and beyond, feeling some- 
what alone and lost in his travels on 
foreign soil, is often cheered by a 
familiar sight—the cheerful red, yel- 
low, and black sign that proclaims 
the presence of Kodak merchandise. 
The traveler will immediately rec- 
ognize the sign because it is the same 
as the one he has seen so often in his 
own home town. 

The Eastman Kodak Company has 
manufacturing operations in Eng- 
land, France, Gemany, Canada, and 
Australia. For some time the over- 
seas branches had a coordinated sign 
program of their own. In the U. S., 
however, while some signs were in 
use, there was no coordinated pro- 
gram. 

The objective became to create a 
completely integrated international 
sign program for domestic and over- 
seas operations. A development of 
such a program became part of a 
concerted drive on the part of the 
company to coordinate its advertis- 
ing and selling policies. 





. Whatever it looks like, it still 


“Kodak Films and Cameras.’’ The 
young lady is a Syrian student. 





Syrian. . 
says, 


Spanish . . . The words may be Spanish, 
but the Kodak sign is the same cheerful 
red, yellow and black all over the world. 





> One of the first steps in this cam- 
paign was to establish the interna- 
tional quality of Kodak operations 
through a series of signs that would 
identify the company and its prod- 
ucts all over the world. The sign 
project became a joint effort on the 
part of D. M. Lewis, Jr., Domestic 
Display Manager, and the Interna- 
tional Advertising Division. 

The planners agreed from the start 
that three established features of the 
existing sign program must be kept: 
the colors, the logotype word Kodak, 
and the yellow rectangle, suggesting 
a film box, on which the logotype ap- 
pears. 

Before an international sign was 
created, the company took steps to 
tighten up on the use of the logotype 
and keep a close check on the letters 
of the word Kodak. Specifications 
were drawn up, and the work of cre- 
ating the new sign began. 


>A well known lettering expert was 
commissioned to design a complete 
Kodak alphabet. The new letters 
were to form the new logotype and 
various product names. The basic 





Cigna of Quality... produced by Geeco! 


These custom-made Geeco signs are an invi- 
tation to enjoyment. They do the job for Goetz 
Dealers everywhere, just as Geeco signs and 
displays do the job for such advertisers as Un- 
ion Pacific, AT&T (The Bell System), Anchor 
Serum Company, Cook Paints, and others. 


Watch for these appealingly different signs. 
They testify to Geeco’s quality and service. 
All Geeco signs and displays are developed 
for individual advertiser, agency or de- 
signer and produced on a mass production GEECO 
basis. Call or write for complete information. 


Geerr...the new leader in original 


signs and displays 


GEECO INCORPORATED, SAINT JVOSEPH, MISSOURI 
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 esulls 


. . you get “em every time with signs and dis- 
plays by Burwood! Just tell us your problem and 
show us your product. We'll design a point-of- 
purchase piece or plaque to meet your needs and 
move your goods. We'll also produce it and ship 
it—in any quantity. 

SUCH A RANGE OF FINISHES! The Corby’s cash 
register sign is injection molded, hand decorated 
—the Travelers’ plaque is compression molded, 
wood grain finish —the Curity nurse is a com- 
bination of both techniques. You should see our 
complete range, sometime! 

AND THE PRICE IS SO RIGHT! With all our mold- 
ing and finishing facilities under one large, 
modern roof . . . and with our extra-low make- 
ready costs in your favor ... you get a three- 
dimensional, expensive-looking sign, plaque or 
display at a unit cost that’s hard to believe. 





RANCE 
ee Cc APANIES 

Interested? Weert 
Just write us or call. 


RBVRWOO PRODUCTS COMPANY 
Traverse City, Michigan 

463 W. 57th St., New York 19, N.Y. * 6535 3rd Ave., Detroit 2, Mich. 

* Conway-Ruck, 15 E. Grand Ave., Chicago 11, Ill. 
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NEW NEW SYLICHIRGLY'30 


POWERS AWARD WINNING 
MOTION DISPLAY 





Kellogg, a big name in POP, uses the Synchron “30", big power in POP, for more action 
on short duration jobs. 


Powered by the new, mighty little Synchron 30 in. oz 


. Display Motor, Kellogg's ‘‘Tony 
the Tiger’’ 


was judged best among the light or motion displays in the Sixth Annual Awards 
Competition sponsored by the Lithographers National Association. The display was created 
by Snyder and Black, New York. 


Find out how Synchron can give your displays more motion power. Write for free literature 
today. 


Factory Representatives: The 


SYNCHRONOUS MOTORS, TIMING ena ae W. Madison St., 
MACHINES, CLOCK MOVEMENTS, Assoc 423 E. 37th St New York, 
MAGNATORC D.C. MOTORS N. Y. Electric Motor Engineering, 


Inc., 8255 Beverly Blvd., Los An- 
geles 48, Cal. and 3907 Lyon 


i Ave., Oakland, Cal. 
a PRINCETON 11, INDIANA 
a, <P} 
@2) Hi" “Workhorse of the industry’ 
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design took shape. It was the yellow 
rectangle, carrying the logotype, with 
a red bar above and below the rec- 
tangle carrying the words cameras 
and film on signs used by Kodak 
dealers in this country. In Europe 
the red bars may contain transla- 
tions of the same words and perhaps 
additional words to meet local re- 
quirements. 

The basic design now covers most 
needs at home and abroad. Indoor 
and outdoor versions in various sizes 
have been developed for Kodak deal- 
ers, as well as a Kodak Film metal 
flange type for non-dealers. For out- 
door use several variations on the 
basic design were developed, but in 
all cases the logotype and yellow 
rectangle remain standard. In Europe 
the regular shape is used for indoor 
and outdoor signs. 

The international sign program has 
already received favorable notice in 
a number of international photo 
trade publications. The signs have 
been reproduced in 33 languages in 
17 countries. As time goes on, addi- 
tional uses for the signs will be 
developed, and they will become 
more and more integrated with com- 
pany advertising and point-of-sale 
material. 44 


Circulation Conference 
Scheduled For Chicago 


A conference for circulation man- 
agers of business publications has 
been scheduled for Chicago’s Edge- 
water Beach Hotel on August 16 and 
17. The two-day conference, jointly 
sponsored by Advertising Publica- 
tions Inc., Chicago Business Publica- 
tions Assn., Chicago Circulation 
Round Table and the Mail Advertis- 
ing Club of Chicago, will be a shirt- 
sleeve session covering the circula- 
tion problems and techniques of both 
controlled and paid publications. 

General chairman is M. W. Wise, 
Irving-Cloud Publishing Co., with 
steering committee including Robert 
Enlow, American Medical Assn.; 
Myron Hartenfeld, Advertising Pub- 
lications Inc.; John Reardon, Pub- 
lishers Circulation Service, and 
Stanley Roy, Judy Publishing Co. 

The program will cover discussions 
on such subjects as meeting ABC and 
BPA requirements; planning promo- 
tion campaigns; simplified circula- 
tion systems; renewal promotion; 
cutting filing and indexing costs; 
building promotion lists; and others. 

Fee for the entire seminar is $15 
per person, which will include all 
sessions and two luncheons. Tickets 
can be obtained from Lloyd Prang, 
Mail Advertising Club, 139 N. Clark 
St., Chicago. 44 





An Adman’s Guide to 


Watermarks 


What they are, how they are used, and 


By Robert B. Konikow 
AR Managing Editor 


What is your reaction when you get 
a letter on watermarked paper? What 
do you think when you notice that the 
watermark has been designed espe- 
cially for the company whose letter it 
is? Do you whistle in silent astonish- 
ment? Are you impressed? Does it 
add, in your mind, to the prestige of 
your correspondent? 

Many people are impressed, and 
part of the reason is that in the back 
of their minds, they have set a high 
price on private watermarks, think- 
ing it within the reach of only the 
largest and wealthiest organizations. 
Actually, watermarking is well with- 
in the reach of most firms, provided 
they are willing to do a little advance 
planning. 


>There are many uses for water- 
marks. While the main reason for a 
private watermark is to enhance the 
dignity and prestige of business cor- 
respondence, other uses have been 
developed. 


e Identification ... Printers of copy- 
righted business forms use private 
watermarks in order to keep a con- 
stant reminder before the user of 


basic information regarding this 


prestige-building, but little-known, 


process. 


their brands, so that reorders will be 
properly placed. A printed credit line, 
or other identification, might inter- 
fere with the use of the form, and 
would probably develop resentment. 


e Prevention of forgery .. . Water- 
marks are extremely difficult to forge, 
and furnish easily-checked proof of 
the authenticity of a document. For 
that reason, many foreign govern- 
ments use watermarked paper for 
their postage stamps, although the 
U. S. has never turned to this form 
of protection. 


e Establishing age of the paper... 
Some insurance companies include 
the current year in their watermark, 
especially on paper used for policies 
and other legal documents. This is, of 
course, changed each year, and es- 
tablishes beyond a doubt the earliest 
possible year in which the document 
could have been issued. 


> Watermarking paper is a fairly 
simple process, part of normal manu- 
facturing. It is usually produced 
early in the life of the paper, when it 
is more a soggy mass of matted fibers 
than a sheet of fine writing paper. 
As the paper rides along an endless 
woven wire belt, near the end of its 
ride it passes under a dandy roll, 


which helps squeeze out some of the 
water and makes the fibrous mass 
somewhat more compact. The pat- 
tern of the wire dandy roll, impressed 
upon the still plastic surface of the 
paper, gives the characteristic ap- 
pearance of wove or laid stock. If a 
design of wire is soldered on the sur- 
face of the dandy roll, its pattern will 
be transferred to the paper, making 
it a little thinner in places, and thus 
a little more translucent. This is 
commonly called a wire watermark, 
and is used in most fine papers. 

In some respects, this is like letter- 
press, for the pattern is impressed by 
a surface raised above the surface of 
the dandy roll. Another kind of 
watermark is produced by a tech- 
nique that is more reminiscent of 
rotogravure. In this the pattern is 
reproduced in an area that is below 
the surface of the dandy roll. As the 
paper passes beneath this roll, it is 
compressed everywhere except in the 
desired pattern, and thus the design 
comes out slightly darker than the 
rest of the paper. In the trade this is 
known as a shaded mark, and it is 
frequently used for private marks. 
Occasionally, combinations of wire 
and shaded marks are used. 

A third type of watermark is diffi- 
cult to distinguish from the other two. 
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25% RAG CONTENT , 


Possesses Old 
World beauty in 
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yet you pay no 
extra premium for 

this 25% Rag 
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RISING PAPER CO. * HOUSATONIC, MASS. 
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If, however, you see a sheet of paper 
with a small design, printed in an all- 
over pattern, you can be pretty sure 
that you are seeing a rubber band 
mark. Here the mark is impressed by 
a group of hard rubber rolls, which 
contact the paper while it is still wet, 
just before it enters the final press 
and drying stages. This is a faster 
process, and thus longer runs are re- 
quired. 


> Almost all papers can be produced 
with watermarks, although the proc- 
ess is generally reserved for the bet- 
ter grades. Some sulphites are pro- 
duced with watermark, but not very 
many. On the other hand, most bonds 
are watermarked. Almost all the 
mills use watermarks to identify 
their brands and grades, frequently 
including the percentage of rag as 
part of the design. New government 
specifications require a star in the 
watermark for each 25% rag content. 

Since the watermark is visible only 
because of a difference in the thick- 
ness of the paper at different points, 
the thicker stocks cannot be success- 
fully watermarked. Cardboards, in- 
dexes, and cover stocks cannot hold 
a mark, since basically they are not 
translucent. About the heaviest stock 
regularly watermarked is ledger 
paper. 

Coated stocks are rarely water- 
marked, since the coating tends to 
cover up the differences in trans- 
lucency. One of the few examples 
of successful watermarking of a 
coated stock is the paper produced 
for the Listerine label. As a protec- 
tion against forging, the manufac- 
turers wanted the paper to have an 
over-all pattern of their logotype. 
For appearance’s sake, however, they 
wanted a coated paper. It was only 
through a very close control of both 
the thickness of the watermarked im- 
pression and the thinness of the coat- 
ing that they were able to secure the 
desired surface without covering up 
the watermark. 


>The main cost in producing paper 
with your own private watermark is 
the production of the dandy roll. This 
can run from as little as $250 up to 
two or three times as much, with $350 
a good average figure. The cost will 
depend upon the size of the mill for 
which the dandy roll is being made, 
the complexity of your design, and 
the frequency with which it appears 
on the roll. Since applying the designs 
to the dandy roll is a hand operation, 
and a highly skilled one, the latter 
factor is important. 

While many complicated designs 
have been successfully used as water- 
marks, it is obvious that you cannot 
achieve as delicate a pattern nor as 


highly involuted a mark as you can 
draw with pen and ink. For after 
all, the watermark is impressed in a 
medium that is still fluid, unable to 
permanently retain delicate spacing. 
A leading paper house suggests that 
individual parts of a design or of let- 
tering be at least 3/16” high, and no 
two parts should be closer than 1/16”. 
This, however, is not a matter for you 
or your art director to be worried 
about. Your design will have to be 
adapted by experts, familiar with 
this medium, who know how to adapt 
a printed symbol to the rather shad- 
owy appearance of a watermark. 


Dandy rolls have a life of at least 
ten years under normal usage, and 
most paper mills can show you rec- 
ords of some rolls that have been 
used even longer than that. For this 
reason, it is advisable to select as 
your design something that is not 
likely to become dated. 


>Since your paper is made to your 
order, you must expect to have to 
specify a minimum quantity, if you 
expect to get it at a reasonable price. 
This will vary from mill to mill, de- 
pending partly upon the kind of 
paper-making machine that will be 
used for your order, and on how diffi- 
cult it is to change dandy rolls. Some 
mills will accept a minimum order of 
as little as 1,000 lbs. of paper, espe- 
cially if it is high-quality stock. 
Others will insist that you place an 
order for a carload. 

One other place where an extra 
charge can creep in is for the serv- 
ice known to the trade as localizing. 
Most modern paper-making ma- 
chines produce large sheets which are 
then cut to the desired size. Unless 
special care is taken, the watermark, 
which will be scattered at regular 
intervals over the large sheet, will 
not be in the best position relative to 
the letterhead, once the sheet is cut 
to 84x11”. 

If you want to be sure that each 
sheet of your correspondence has the 
watermark nicely centered, where it 
can show off to best advantage, you 
must specify this in advance. This 
will determine the diameter of the 
dandy roll, making the impressions 
just the right distance apart on the 
sheet as it comes off the machine. In 
addition, special care must be applied 
when cutting the sheets. This adds a 
labor charge, generally 2¢ per pound. 


>If you want the prestige of a water- 
mark, but cannot see your way clear 
to ordering 1,000 or more pounds of 
paper at one time, you may be inter- 
ested in a process that gives the ap- 
pearance of a watermark without 
actually changing the physical thick- 
ness of the paper. Here a lacquer or 
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CAST COATED PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY * HAMILTON, OHIO 


Number Twenty-Seven in a series of textural studies designed to show 
the quality of reproduction possible with fine materials 
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Buy and Specify 


these Papers 


COATED BOOK 


Satin Proof Enamel@ 
Refold Enamel! 
Falcon Enamel 
Format® Enamel 


Wedgwood® Coated Offset 


Templar® Coated Offset 
Javelin Coated Offset 
All Purpose Litho 


CAST COATED PAPER 


Kromekote® Enamel 
Kromekote® Label 
Kromekote® Litho 
Kromekote® Cover 
(Cast Coated 1 Side ) 
Kromekote® Cover 
(Cast Coated 2 Sides) 
Kromekote® Postcard 
(Cast Coated 1 Side) 
Kromekote® Postcard 
(Cast Coated 2 Sides) 
Kromekote® Box Wrap 


DRUM FINISHED PAPER 
Colorcast® Box Wrap 
Colorcast® Gift Wrap 
Colorcast® Label 


COATED COVER 
Refold Coated Cover 


DULL COATED BOOK 


Cashmere Dull Enamel 


UNCOATED BOOK 


Garamond® Antique 
Garamond® English Finish 
Garamond® Text (W. M.) 
Wedgwood® Offset 
Pasadena Offset 
Chalice® Opaque 


UNCOATED COVER 
Ariel Cover 

Cordwain® Cover 
Chalice® Opaque Cover 


ENVELOPE PAPER 


Chamfico® Colored Wove 
Envelope 

Radiant White Envelope 

Foldur® Kraft Envelope 

Gray Kraft Envelope 

Suntan® Kraft Envelope 

Ne’er Tear Envelope 


COATED POST CARD 


Campaign Postcard 
Chamois Dullcoat Postcard 


BRISTOLS 


Inventory® Index 
Canton® Postcard 


TAG 
Tuf-Tear® Tag 


BOND, MIMEOGRAPH 
Ariel Bond 
Scriptic Mimeograph 


PAPETERIE 


Wedgwood® Papeterie 
Garamond® Papeterie 
(Embossed and Printed) 


PRESSBOARD 


Champion Pressboard 
Imitation Pressboard 


SPECIALS 


Cigarette Cup Stock 
Food Container Stock 
Coffee Bag 

Tablet Papers 
Drawing Papers 

Red Patch Stock 
Stencil Board 

Pattern Board 

End Leaf Paper 


THE CHAMPION PAPER AND FIBRE CO. 


General Office: Hamilton, Ohio 


Mills at HAMILTON, OHIO... CANTON, N. C.... PASADENA, TEXAS 


For full information on how this advertisement was produced, write our Advertising Department, Hamilton, Ohio 





similar composition is used as an ink, 
printing the design on a finished 
sheet. Properly applied, this affects 
the translucence of the paper in much 
the same way as a genuine water- 
mark. While the difference can be 
detected by experts, under casual 
examination the two techniques pre- 
sent much the same effect. The lac- 
quer process, however, is feasible for 
short runs at a cost which is not far 
different from that of Multilithing. 
A run as short as 1,000 sheets can be 
produced for as little as $7.50, ex- 
clusive of the cost of preparing the 
artwork. 

The time factor is also somewhat 
in favor of the lacquer process, since 
delivery time depends only on sched- 
ule. A private watermark, however, 
takes considerably longer than this. 
Starting with the date you place your 
order with the paper house, you 
should figure four to six weeks until 
delivery. About three or four of these 
would be taken by the manufacture 
of the special dandy roll. While wait- 
ing, the paper mill could be working 
out its schedule so that it can get into 
production when the dandy roll is de- 
livered. This should add one to two 
weeks to the schedule. 


> Watermarks have a long and dis- 
tinguished history. They go back to 
the days when craftsmen carefully 
made paper by hand, one sheet at a 
time, swilling around the mixture of 
fiber and water in a tray whose wire 
bottom carried the individual symbol 
of the paper-maker. The Writing Pa- 
per Manufacturers Assn. maintains 
an industry-wide register of marks. 
An estimated 40,000 have been filed, 
some going back 150 years. About 
half of these are watermarks, the 
others being trade names. All you 
have to do to register your water- 
mark with the association is simply 
send it in, giving the date of first 
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“Isn't J. C. going a little out of his way in 
testing the strength of this cover stock?” 


use. If you want more formal pro- 
tection, you can register it with the 
U. S. Patent Office as a trademark, 
and get a certificate good for 20 years, 
renewable for another 20. Actually, 
no more than 40% of the private 
brand watermarks are registered of- 
ficially. In some cases, the original 
trademark protection extends to 
watermarks. 

The next time you feel like writing 
on a distinguished letterhead, the 
next time you feel that your paper 
should be exclusively yours, look into 
watermarks. 44 


Folder Gives Pointers 
On Choosing Letterheads 


Letterheads come in for an inter- 
esting “before-and-after” treatment 
in a new folder prepared by the Nee- 
nah Paper Co., Neenah, Wis. Five 
typical letterheads are included, each 
illustrating a common fault of plan- 
ning or design. Outdated styles, mis- 
placed emphasis, overloading of in- 
formation or lack of vital facts are 
demonstrated. Redesigned stationery 
shows how these faults could be cor- 
rected. 

To arrive at the individual letter- 
head that’s “right” for a company, 
the folder urges businessmen to an- 
alyze the factors that have contrib- 
uted most to its success. These may 
be location, size, fast delivery, de- 
pendability, or a variety of other 
factors. Let your stationery reflect 
these clearly and forcefully, the 
folder suggests. The competent 
printer or designer can accomplish 
these results through an intelligent 
choice of type and art treatment. 

“The Right Letterhead for You” 
features a range of bonds in sub. 20 
and 24, showing engraved, letterpress 
and lithographed letterheads. The 
stationery varies in rag content from 
25 to 100%. 


For your copy circle No. 317 on the 
Readers’ Service Card inside back cover 


Folio Shows Uses of 
Leather Embossed Cover 


A new sales portfolio, featuring 
facts, figures and suggestions on the 
use of its Leather Embossed Cover, 
has been released by The Sorg Paper 
Co., Middletown, O. It gives exam- 
ples of application and demonstrates 
how different sized jobs can be cut 
economically from the three Leather 
Embossed sizes carried in stock. 
Complete details on colors, weights 
and sizes are presented, along with 
swatches and printed samples. 


For your copy circle No. 318 on the 
Readers’ Service Card inside back cover 
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Fluorescent Screen Colors 


RADIANT COLOR CO. 


830 Isabella St., Oakland, Calif. 
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PARCHMENT 


COVER 
BY SPRINGFIELD 


The lush richness of an 
era long past 

combines with the modern 
concept of a paper with 
dignity and 

practicality 

in this rare cover stock. 
Advertising people 

find it refreshingly new, 
radically different, 
radiantly alive. 

Send today for 


sample book and name 
of nearest distributor 


SPRINGFIELD 
COATED PAPER CORP. 


9TH AND BAILEY STREETS 
CAMDEN, N. J. 
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Wives Help Boost Contest 
With Paper Place Mats 


Subtle pressure from the home 
was used with good results in a sales 
contest conducted among brokers of 
W. A. Alexander & Co., Chicago gen- 
eral insurance agents. Devices were 
memorandums and place mats, one 
for each day of the contest to greet 
the broker with his orange juice. 

Wade Fetzer, Jr., president, who 
termed the Sellarama Holiday sales 
contest “the most successful in the 
history of the company,” said: 

“Since the wives were going to 
share in the prize, a trip to the Carib- 
bean, we thought it a natural to en- 
list their aid on behalf of their hus- 
bands.” 


> Eight memorandums over the 90- 
day span of the contest were mailed 
to the home. A typical memorandum, 
signed by John H. Sherman, execu- 
tive vice-president in charge of 
sales, and addressed to “Dear Lady,” 
read in part: 

“Do you know what? I almost ad- 
dressed you as ‘Dear Assistant V. P. 
in charge of Sales’ . . . which in fact 
... you really are. 

“On second thought, however, in 
fairness to you... andto me...I 
thought it best to outline our sales 
philosophy and brief you in your job 
before offering to share with you my 
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responsibility (which goes with the 
title) as V. P. in charge of Sales. 

“As your first assistant, I'd sug- 
gest: 

“That you use these place mats at 
breakfast (while they last). I'll send 
you some different mats later. They 
are gay and interesting, and the very 
thought of being one of the ‘lucky 
couples’ can put you both in tune for 
the day. (You and I must be subtle, 
you know.) Nassau in February is a 
wonderful thought to contemplate, 
and remember . . . everyone has a 
chance to win.” 


> With this memo came a 45-day 
supply of attractively printed paper 
table place mats. All told, a 90-day 
supply of place mats was furnished 
wives. 

Prizes were five all-expense trips 
to the Caribbean. The first or grand 
prize was awarded to the biggest 
producer, and the other four trips 
were awarded to qualifiers through 
a drawing. 


>For each $100 worth of business 
over quota, brokers received a “bag- 
gage ticket” to be inserted in the 
drawing drum. At the contest’s con- 
clusion there were 2,600 tickets in 
the drum. 

The sales quota for the contest— 
which differed individually—totaled 
$1,800,000 and was based on last 


year’s business during the same 
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three-month period plus $1,500 
worth of new business for each man. 
Combined efforts brought the grand 
sales figure to $3,129,000, an increase 
of 75 per cent. 44 


“Magic Words” Emerge 
When Paper Is Erased 


An attention-getter from Lewis 
Robins Printing Co., New York, is a 
coated paper with a specially treated 
surface which can be erased to reveal 
a message underneath. The surface 
may be white or colored, printed or 
unprinted. A sample sheet shows six 
silver tint blocks. After each is 
erased, a word emerges in a second 
color. 

The company suggests using the 
Robins process for premiums, con- 
tests, quizzes, and direct mail teasers. 
Originally developed for use by the 
armed forces in training devices, it is 
now commercially available for the 
first time. 

Samples and further details are 
available. 


For your copy cle No. 320 on the 
Readers’ Service Card inside back cover 


Makes Diazo Master 
With 25% Rag Content 


Light penetrates a new translucent 
master paper developed by the 
Neenah Paper Co., Neenah, Wis.—but 
you can’t see through it. The 25% rag 
content gives it the appearance of a 
light-weight bond, yet according to 
the company it transmits light so 
readily it can reproduce clean copies 
even when run fast through direct 
print copy machines. 

Samples of this new paper are of- 
fered in a special folder. Called 
Speedmaster, it has a slightly toothy 
finish so it will take writing from a 
pencil or ball-point pen. Because of 
its rag content, the company states, 
it has the strength to be handled fre- 
quently and run through Ocalid, 
Bruning or other direct print copy 
machines again and again. 

Sizes run from 844x14” to 17x22” 
in substances 13 and 16. 


For your copy circle No. 321 on the 
Readers’ Service Card inside back cover. 
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® Photo-on-metal 


Which process for 


MISTAL LIC PLAQUES 


Three classical methods for producing metal 


plaques have been joined by a fourth. Here’s 


an analysis and comparison of the specific 


advantages and limitations of each type. 


Plaques of metal have long been 
used to mark significant steps in the 
life of an individual or of an organi- 
zation. Some of our knowledge of an- 
tiquity has come down to us from 
bronze plaques which have with- 
stood the ravages of time. 

On many occasions today the ad- 
vertising or sales promotion manager 
feels the need for using such a plaque, 
but for most people, the demand is 
far too infrequent to gain familiarity 
with the various techniques which 
are available. 


> Three of the four methods of mak- 
ing such metallic plaques have been 
in use for many years. Casting in 
bronze, engraving, and etching are 
fairly easy to understand, and while 
each has its advantages and limita- 
tions, as described below, and sum- 
marized in the accompanying table, 
the processes should be fairly familiar 
to anybody who has done any work 
with production techniques. 

The fourth, however, is fairly new. 
It uses photographic methods to 
transfer the design to the metal plate, 
and photographic techniques to fix 
the image permanently. With the 
trade name “Metalphoto,” this proc- 
ess uses a presensitized, photosensi- 
tive aluminum plate, with an 
anodized surface layer of 0.0005” 
thickness. It is this layer that con- 
tains the image, and since it is repro- 
duced and developed photographi- 
cally rather than mechanically, it 
permits considerably more detail in 
the design than in other methods, as 
well as a reduction in cost. 

But regardless of the advantages 
of the new photo-on-metal method, 
it extends the uses of metallic 
plaques, rather than replaces the 
older techniques. For that reason it 


would pay to summarize the four 
processes and to compare their char- 
acteristics. 


e Casting in Bronze... This process 
is unique in that it gives a three- 
dimensional effect with raised letters, 
sculptured faces, tablets, and the like. 
It has long been synonymous with 
the highest quality craftsmanship 
and, at the same time, is by far the 
most expensive. 

Costwise, the average plaque with- 

out faces or similar illustrations will 
run between $50 and $75. If you in- 
clude a sculptured face as well, the 
cost will jump to at least $200. De- 
livery time averages between 3 and 6 
weeks. 
e Engraving . . . Plaques produced 
by this process are normally priced to 
include mounting on a board, with an 
average cost of 9c per letter for the 
engraving. Normally, machine en- 
graving is limited to only a few type 
faces and borders. In general, hand 
engraving is not feasible because of 
its high cost, although it is sometimes 
within range to have capital letters 
or ornaments engraved by hand. 

Since each job is done individually, 
the price will go down only slightly 
for quantity, and the delivery time is 
based on the number of plaques 
ordered. 


e Etching . Acid etching uses a 
photographic negative to transfer a 
pattern onto a plate which has been 
covered with an emulsion. When the 
emulsion is developed, acid is applied 
to eat out the valleys. These may 
later be filled with paint or enamel to 
increase the contrast. Except on 
short runs or with very simple copy, 
this process is faster and less expen- 
sive than engraving, but it does not 
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permit as fine detail as with the other 
processes. 

The original set-up time for etch- 
ing generally costs about $50, but 
once this is done, multiple copies 
drop sharply in price. For this reason, 
it is less costly than either engraving 
or casting, provided the volume is 
sufficient. Delivery time ranges from 
4 to 6 weeks. 


e Photo-on-metal . .. This is much 
less expensive than casting, and per- 
mits the use of photographs or draw- 
ings of faces, buildings, products, and 
so on. By using special artwork tech- 
niques, a three-dimensional effect 
can be obtained. Besides casting, it is 
the only process that can produce 
other than straight reading matter, 
and it does it at a considerably lower 
cost than casting. 


> Photo-on-metal is basically a mon- 
ochrome process, but by using simple 
combinations and additional steps in 
production, interesting combinations 
can be achieved. A four-color effect, 
for example, can be obtained by first 
using the photographic process to get 
a black inscription on the gold anod- 
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ized surface of the aluminum plate. 
Engraving the name of the recipient 
will bring out the natural white of 
the aluminum. The fourth color can 
then be obtained by filling in part of 
the engraving with enamel, as the 
initial letters, for example. 

When plaques are needed in a con- 
tinuing program, the photo-on-metal 
technique presents great economies. 
A large supply of the basic plaque 
can be produced at once, with the 
accompanying economies. As needed, 
the names of the individuals can be 
engraved. 

In comparison to engraving the en- 
tire plaque, cost reductions of 150% 
and more have been realized. In ad- 
dition, the photographic technique 
permits great flexibility in design 
without running the cost up out of 
reach. 


>Other features of the photo-on- 
metal process claimed by its pro- 
ducers include: 


1. The combination of a continuous 
tone with a line drawing with both 
ease of production and maximum 
economy. 


2. The reproduction in metal of hand 
lettering, normally associated only 
with parchment scrolls, without loss 
of fine detail. Engraving such letter- 
ing would be far too costly; etching 
cannot hold the required detail. 


3. A method for producing two or 
three pieces at low cost, yet provid- 
ing proportionate savings in volume 
production. 


4. Legends are kept from tarnishing, 
fading or discoloring, since the de- 
sign is actually sealed within the 
anodized layer of the plate. Since the 
surface is flat, there is no place for 
dirt to accumulate. 


5. Signatures reproduced with ex- 
acting detail and no additional cost. 


6. Two-color effects without addi- 
tional labor. 


7. Use of original border designs 
without making the over-all cost 
prohibitive. 44 


AR would like to acknowledge the 
assistance of Ralph Diamond, general 
manager, Artplak Studios, New York, 
for much of the information con- 
tained in this article. 


Vel Contest Lets Winners 
Select Their Own Awards 


With more than 250 of the nation’s 
leading firms acting as co-sponsors, 
the $100,000 Vel-Home Modernizing 
Contest will feature a promotional 
“first” in allowing the prize-winners 
to select their own awards rather 
than receiving pre-determined items. 

The contest is being featured in 
grocery stores and supermarkets 
through the use of store window ban- 
ners and shelf-talkers containing en- 
try blanks. 44 


Variety of Premiums 
Described in Catalog 


A wide variety of advertising spe- 
cialties, business gifts, and premiums 
are described in an illustrated cata- 
log available from Advertisers Pub- 
lishing Co., Ann Arbor, Mich. 

The 81x11” catalog is punched to 
fit in a three-ring notebook and has 
a special index indicating the portion 
of the book devoted to such depart- 
ments as housewares, metal special- 
ties, party favorites, business gifts, 
convention items, etc. 

Among the items described are 
various types of mats, trays, and 
coasters, weather forecasters, knife 
sharpeners, raincoats, cigarette light- 
ers, ash trays and banks. 


For your copy circle No. 325 on the 
Readers’ Service Card inside back cover. 





tHlow to Give Away a Building 


By Mildred Weiler 
AR St. Louis Correspondent 


A pump priming promotion that 
stirred up dollars and cents enthusi- 
asm among dealers and consumers 
alike is now case history for Penta- 
chlorophenol, a wood treating chem- 
ical of the Organic Chemicals Divi- 
sion of Monsanto Chemical Co., St. 
Louis. 

A survey of more than 1,500 rural 
lumber dealers throughout the Unit- 
ed States indicated that less than 1% 
of their sales were for pressure 
treated wood. 

At the same time, farmers in more 
than 50 sample counties scattered 
throughout the U. S. told personal 
interviewers for the company an- 
other side of the same story: too 
few of their local lumber yards both- 
ered to stock supplies of pressure 
treated wood. 

The problem resolved itself simply 
to this: 


e Increase the farmer’s knowledge 
of Monsanto Penta treated lumber. 


e Get lumber dealers to stock wood 
products pressure treated by Mon- 
santo Penta (there are competitive 
Penta products on the market, too). 


>Armin L. Klemm, supervisor of 
Penta sales for Monsanto, hoped that 


Monsanto runs sweepstakes to promote rural 


use of chemically-treated wood and finds that 


a way could be found to combine the 
company’s promotion to the two au- 
diences and took the problem to 
Gardner Advertising Company of St. 
Louis. 

The result was one of the most 
unique promotions for treated wood: 
the Monsanto Penta “Win-A-Build- 
ing Sweepstakes,” suggested by 
Gardner. 

Two surveys conducted by market 
researchers for Gardner Advertising 
Co., pin-pointed dual targets for 
Monsanto Penta advertising and 
sales promotion in 1955. 

One target was the rural lumber 
dealer, to urge him to inventory 
Monsanto pressure-treated wood for 
his farm trade. The other target was 
the farmer, to sell him on buying or 
specifying pressure-treated wood. 

Outstanding features of the idea 
were: 

e A basic idea which was merchan- 
disable at all levels. 

e A plan which included personal 
as well as direct mail and magazine, 
radio and tv advertising. 


>A $3,500 pole-frame utility build- 
ing, to be constructed of Monsanto 
Penta pressure-treated lumber on a 
site designated by the winner, was 
the sweepstake’s first prize. Thirty- 
four additional prizes of treated wood 
products were offered, making a total 


dealer cooperation spells success. 


cash value of $6,500 for sweepstakes 
prizes. 

Lumber dealers were also offered 
incentives. There was a prize of $350 
for the dealer responsible for the 
greatest number of entries in the 
sweepstakes, and also for the dealer 
responsible for the first prize entry. 

The sweepstakes was limited to the 
five-state midwestern area: Illinois, 
Indiana, Iowa, Kansas and Nebraska. 
Survey data indicated these states 
were light in native timber and farm- 
ers were alert to the need of getting 
maximum service from wood. 


> Promotion began on May 16, when 
a Pentagram was mailed to 5,500 
dealers in these states, and 6,600 
agricultural implement dealers. The 
Pentagram was simply a teaser an- 
nouncement of the “Win-A-Building 
Sweepstakes,” to take place in Au- 
gust and September, and inviting the 
dealer’s participation. 

On May 31, a booklet illustrated 
with farm animals, and with a reply 
card to be returned if the dealer 
wanted more information, was sent 
to the dealers. 

Operation of the sweepstakes was 
kept simple. Dealers had a supply 
of entry forms for their customers. 
Farmers filled out an entry form at 
the dealer’s yard, answered a few 
basic questions about Monsanto 
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Penta pressure-treated wood, and 
sent in their entries showing the 
name of the dealer from whom they 


had obtained the blanks. 


> Most important promotion came 
during May 16 through June 9, when 
Wood-Treating Chemicals Co., which 
sells Penta to pressure treating 
plants, and Monsanto personnel 
called personally on treating plants 
and on wholesalers serving these 
plants and attended district meetings 
of the Farm Bureau. 

They held sales clinics and ex- 
plained the entire program to these 
salesmen and left with them, or ar- 
ranged to send them, final instruc- 
tion booklets, which in turn outlined 
the contest to lumber or implement 
dealers. These salesmen were then 
asked to call on lumber dealers to 
solicit their cooperation. 

This was the phase of the mer- 
chandising where the show actually 
got on the road by direct personal 
contact. Not everything was left up 
to direct mail promotion. 


> On July 5, a final instruction book- 
let was mailed to the same list of 
5,500 dealers to insure that all deal- 
ers were contacted either personally 
or by mail or both. A reply card was 
included in the final instruction 
booklet to be returned to Monsanto 
if the dealer wanted to participate. 
With this card he could order all 
tie-in promotional material he 
thought he would need to cooperate 
with Monsanto in the contest. 

Mats for local ads with dealer im- 
prints, booklets and point-of-pur- 
chase display were supplied dealers 
who asked for them. 


penta oF 


Point-of-purchase display . . 
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At the same time a booklet en- 
titled “Win-A-Building Sweep- 
stakes” was sent to 4-H Club agents, 
county agents, and FFA leaders. This 
booklet explained the contest to pos- 
sible contestants, listed the prizes 
and gave a brief pitch on Monsanto 
Penta. 


> All this was the pre-contest pro- 
motion. The contest officially opened 
August 1. Advertisements pitched to 
the contestant consumer ran in Ne- 
braska Farmer, Prairie Farmer, Wal- 
laces’ Farmer and Iowa Homestead 
and Weekly Star Farmer. The con- 
test closed September 9. 

The Reuben H. Donnelley Co., 
which handled the contest, estimated 
it would have about 500 participat- 
ing dealers, based on the fact the 
contest was promoted to a five state 
area only. Instead, Donnelley got 
more than 1,000 lumber dealers to 
participate and even more impres- 
sive, 25,000 entries from farmers in 
17 states instead of the original five. 

Many dealers were so enthusiastic 
about their sponsorship of the 
Sweepstakes after the promotion got 
rolling, that they did some promoting 
on their own. The Indiana Farm Bu- 
reau Federation featured the “Win- 
A-Building Sweepstakes” in a booth 
display at the Indiana State Fair, 
and it was at this Fair display that 
the Sweepstakes first prize winner, 
Mrs. Joe E. Laycock of Route 1, 
Waynesville, O., spotted the Penta 
Sweepstakes booth and filled out her 
entry. 


> Mrs. Laycock’s name as well as 
those of the other 34 winners were 
drawn by C. Miles Burpee, American 





. is examined by Monsanto advertising men Edmund Greene 


and C. L. Grisham (on left) and M. P. Ryan, Gardner Advertising account executive. 
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Promotional booklet . . . went out to every 
lumber dealer in five state territory. 


Wood Preservers Institute Director, 
in a blindfold drawing. 

Specific percentages of increased 
dealer business in pressure-treated 
lumber are not available, but dealers 
have attributed increased volume to 
the contest. 

As a pump priming promotion the 
Organic Chemicals Division of Mon- 
santo Chemical Co. considers the 
Sweepstakes a success and will con- 
tinue promotion to the farm market, 
with broadened farm promotion in 
the future. 44 


“Play-Slate” Premium 
Appeals to All Ages 


Information on the “Play-Slate” 
a combination doodle and game pad 
that appeals to youngsters of all ages 
-is available from the Stickless 
Corp., New York. 

A 7x4” magic slate, the pad con- 
tains four differently colored squares 
marked for “doodling,” “Tick-Tack- 
Toe,” “Hangman,” and the “Box 
Game.” 

A special 134x4” foil insert high- 
lights the company name and adver- 
tisement imprinted on the “clear” 
acetate sheet of the magic slate. 

Additional information is 


able. 


avail- 
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Booklet Gives Details 
On Ballpoint Pen Line 


One of the most complete line of 
ballpoint pens, liquid lead pencils 
and a ballpoint clothes marker with 
indelible ink are shown in a full- 
color, eight-page booklet available 
from Ferber Pen Co., Englewood, 
N. J. 


All available with advertising mes- 


sage imprints, the line includes: 


e “Clothes Marker” . . . with black 
indelible ink for permanent clothing 
or laundry identification. 


e “Vu-Riter” ... in emerald, ruby, 
crystal and topaz with a visible ink 
supply feature. 


e “Pencilette” .. . filled with fluid 
pencil lead that writes and erases like 
ordinary pencil yet never breaks or 
needs sharpening. A point-protector 
guards point and clothing while car- 
rying. 


e “Riviera” ...a push-button, “two- 
toner” that comes with blue and 
black, or red and green ink that’s 
permanent, smear-proof and ac- 
cepted by banks, schools and U. S. 
government. 


e “Unimatic” ... another automatic 
two-toner that’s available in assorted 
color barrels and choice of gold or 
chrome trim. Packaged in a gift box 
with guarantee. 


Information on special gift packag- 
ings and complete prices on each of 
the items in the line are also listed 
in the booklet. 


For your copy circle No. 312 on the 
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Ekco Plans Promotion 
For Christmas Sales 


A unique Christmas sale promo- 
tion of Flint-brand housewares by 
Ekco Products Co., Chicago, will fea- 
ture a “buy a gift, get a free gift” 
offer for consumers several months 
preceding the holidays. 

The gifts will be all regular mer- 
chandise and the only requirement 
for obtaining them will be the pur- 
chase of stipulated products at regu- 
lar prices. 

Mechanics of the premium offer 
will be simple for consumers, dealers 
and distributors alike, since the offer 
will be handled through special cou- 
pons inserted in ads of seven leading 
consumer magazines, or attached to 
dealer counter-cards. 

The customer merely fills in the 
coupon and presents it to his dealer 
on the purchase of a required item. 

The free gift will be commensurate 
in value with the original purchase, 
according to the company, with the 
customer receiving a $7.95 stainless 
steel Flint-Ware mixing bowl set 
with the purchase of a $19.95 Flint- 
Ware cooking utensil set. A cutlery 
set retailing for $13.95 will bring the 
customed a frozen food cutter worth 
$3.95, ete. 

In addition to the consumer maga- 
zine promotion, dealers will receive 
special “as advertised in Life” count- 
er cards as p.o.p. stimulators. 44 
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e e e This year marked the 35th an- 
nual exhibition of advertising and edi- 
torial art and design sponsored by the 
Art Directors Club of New York. To 
mark the occasion, the club held the first 
of a series of projected annual Visual 
Communications Conferences. Lasting 
two days, the conference covered such 
provocative questions as the importance 
of the visual message in sales planning, 
the influence of modern art on advertis- 
ing design, the client’s role and responsi- 
bility, the forces that make people see 
ads, and the value of good taste in selling 
the mass market. AR is proud to present, 
in addition to a selection of medal win- 
ners, excerpts from two of the talks given 
at the conference. With top speakers and 
a well-worked-out program, the confer- 
ence was a notable contribution to design 


thinking. 








product personality? 


By William H. Schneider 
Vice President & Creative Director 
Donahue G Coe, New York 


To discuss the importance of visual 
imagery in sales planning is, in my 
opinion, an excursion to the obvious. 
I say this even though this subject 
has recently become extremely im- 
portant to advertising speech makers 
like myself, and to writers of trade 
paper articles. In essence, the leit- 
motif can be summarized in a few 
sentences. 

With the increasing demands on 
consumer attention, in all forms of 
media, the roll of art in getting reader 
interest is of utmost importance. 

In many fields where products are 
very much alike—cigarettes, televi- 
sion sets, automobiles, etc.—it is more 
important than ever that a product 
and advertising personality be cre- 
ated. 

These observations apply to tele- 
vision commercials as well as to 
print advertising. 

It is increasingly clear that the so- 
called “hard sell’ copy and sledge 





Selected winners from New York’s 35th . . 


hammer claims have lost their con- 
viction. It seems the weary words can 
no longer carry the selling burden. 
Something new must be added, and 
that new thing is “product personal- 
ity.” Even though by nature I am a 
pragmatist and by profession an old 
hand at advertising, I come up with 
a pristine new question. Wasn't it 
always this way? 

The gray beards of this audience 
can probably follow me down mem- 
ory lane to a few outstanding exam- 
ples of what I am talking about. 


>Turn your memories back to the 
time when the Ford car was still 
wrapped in the tattered and raffish 
garments of the Ford jokes. It was 
a tin lizzy and strictly for squares. 
Then, in a period of a few years, the 
nation’s mental image of Ford was 
changed. Ford became the automo- 
bile of the smart young things. It was 
at home in country clubs and subur- 
ban parties. Somehow it seemed to fit 
under that beautiful southern porti- 
co. How was this accomplished? At 
the risk of over-simplifying the situ- 
ation, I think we can credit three or 


1. Newspaper ad for New Haven Railroad by Marc Bomse, Helmut Krone, 


four smart people with this Cinder- 
ella story. (1) a smart client (2) a 
smart advertising man (3) a smart art 
director and (4) a most important and 
extraordinary illustrator, Jimmy Wil- 
liamson. Together they made Ford 
synonymous with style—an image in 
the public mind that has never 
dimmed. This is what I call using the 
visual image in sales planning. 

Let’s take another example—in an- 
other field. Retail advertising, as you 
all know, has always been considered 
a rough and tumble proposition. To- 
day’s advertising has to sell goods to- 
morrow or the buyers scream for help 
—and a new art director. And yet, for 
years, Lord & Taylor in New York 
has been steadily creating a store 
image. Frequently their ads did not 
sell specific merchandise but they did 
tell—not in specific words, but in their 
picture personality—the Lord & Tay- 
lor story. They created an aura of 
smart merchandise—friendliness—and 
honesty. 

Using an entirely different format, 
Orbach’s, too, created a store image. 
Even though they were located in the 
tough 14th Street competitive area 





AD; 2. business paper ad for American Cyanamid Co. by Lester Bookbinder, Irwin Goldberg, AD; 3. business paper ad 
for Sudler G Hennessey by Carl Fischer, Herb Lubalin, AD; 4. newspaper ad for Chevrolet by Warren Winstanley, 
Douglas P. Macintosh, AD; 5. magazine ad for Pan-American Coffee Bureau by Ben Zar, Bernard Gilwit G Ted 
Sandler, ADs; 6. newspaper ad for N. Y. Times by Bill Sokol, with Louis Silverstein, ADs; 7. magazine ad for Schweppes 
by Paul Radkai, William Binzen, AD; 8. magazine ad for De Beers by Irving Penn, Paul Darrow, AD; 9. business paper 


Can vou spot the dellow-Mreasted Schweppes ? 


ad for Charles Pfizer by Harry Zelenko 
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Visual Communications Conference 


Accents in the Language of Vision 


By M. F. Agha 
Consulting Art Director 
New York 


The influence that Modern Art has 
exercised over the commercial arts dur- 
ing the last 35 years is usually viewed 
with awe and The wor- 
shippers at the shrines of Visual Culture, 
Contemporary Language of Vision, Sig- 
nificant Form, and such, seem to forget 
that influence breeds familiarity, and 
that familiarity breeds cliches. 

Most of the cliches (devices, gim- 
micks, techniques, mannerisms, accents ) 
which Applied Graphic Arts keep bor- 
rowing from the art that was modern a 
generation ago are used merely to pro- 
duce, quickly and painlessly, an aura 
of spurious modernity around the corni- 
est message. The underlying principles 
of such devices are too often forgotten, 
or ignored. 


reverence. 


The more easily imitated tricks were 
originally created by art revolutionists 
to jolt the art world out of its academic 
stagnation. Their effectiveness depended 
on their shock value, their novelty, and 
their uniqueness. They were a spectacu- 
lar departure from then-prevailing 
standards. Today we are rapidly reach- 
ing the stage where the same tricks are 
the comfortable, teachable, universally- 
accepted standard, and as such have 
lost the only quality that made them 
commercially plausible—their attention- 
getting power. 


The ten most commonly used gim- 
micks are: 


1. Laundry Lists . . . excessive use of 
empty white space, blank pages, wide 


margins. Origin: Bauhaus. 


2. Jail Windows . . . Geometric, rec- 
tangular forms, used as bins for almost 
anything. Origin: Mondrian. 


3. Floating Kidneys . . . Or fried eggs. 
Organic forms used as cartouches, pic- 
ture shapes, labels. Origin: Hans Arp. 


4. Sliced Bodoni . . . Staggered, bent, 
up-ended and generally un-Gutenberg- 


where price was paramount — their 
ads said with pictures, and better 
than words—we give you more than 
merchandise at low prices—we give 
you smart merchandise. By means of 
this brilliantly thought-out campaign 
the Orbach’s 14th Street label didn’t 
have to be hidden at “Twenty One.” 
It became the symbol of the gal who 
knew how to spend her money wise- 
ly. You could go on for countless 
images—the Campbell Kids—the Tex- 
aco Fire Chief symbol—and others. 
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ian use of type. Origin: Guillaume Apol- 
linaire. 


5. Period Pieces .. . Victorian steel and 
wood engravings, stock decorations 
from old type books. Origin: Max Ernst. 


6. Bent Hairpins . . . Line drawings 
made out of bent wire, by extension 
any line work produced by using un- 


usual drawing tools. Origin: Gargallo. 


7. Hair in the Soup... Line effects 
achieved by casually looped and coiled 
string. Origin: E) Lissitzki. 


8. Bugeyed Monsters . . . Profile super- 
imposed over the full-face view; two 
eyes doing the job of three. Origin: Pi- 
casso. 


9. Cockeyed Printers . . . Off-register ef- 
fects with color not quite fitting its out- 
line. Origin: Raoul Dufy. 


10. Blackface Minstrels . . . Reversed 
line work used on solid black back- 
ground. Origin: Anybody who ever had 
to salvage an anemic-looking drawing. 


> But just by way of contrast, let’s 
take a brand image that was too suc- 
cessful. Remember the Dodge auto- 
mobile advertising of years ago— 
mostly on billboards? A simple blue 
oval on a white background, bearing 
the slogan “Dodge—The Dependable 
Car.” This was done at a time when 
automobiles were not dependable and 
dependability was a very potent sales 
point. While this slogan could have 
been modified, by use with any num- 
ber of chic pictures, Dodge played it 


straight. But unfortunately times 
changed and style became the para- 
mount factor—yet in the public mind 
this one image remained—the good 
old reliable oval and “the dependable 
car.” It conjured up a mental picture 
of elderly and somewhat stuffy ladies 
and gentlemen whose primary need 
was dependability. A new style-con- 
scious generation didn’t want a de- 
pendable car. They wanted a souped- 
up, two-tone romantic vehicle. So 
Dodge had to spend a great deal of 
money to change an image that per- 
sisted long after its cars were styled 
with the sharpest. 

Many of you in this room can cite 
other examples of visual image in 
sales planning. But let’s leave the 
past to history. Today, as in the past, 
the visual image is selling merchan- 
dise — Pepsi Cola, Life Savers, 
Schweppes Tonic, liquor —— . 


>Let’s analyze agency procedure in 
terms of the art director. The adver- 
tising problems and objectives are 
usually outlined by the account exec- 
utive and the marketing research de- 
partments—often in conjunction with 
the copy heads. Frequently, copy ap- 
proaches are established—and it is at 
this point the art director is called in. 
But fault lies in the fact that usually 
he is not part of the initial thinking. 
Frankly, I think the reason for this 
is that he has never demonstrated 
the fact, by words or action, that he 
should be part of this initial planning. 

Perhaps this is because most art 
directors are thought to be essentially 
non-verbal. They have contributed 
to the myth that the art directing 
function is a result of intuition ex- 
pressing itself through a facile hand. 
Just as long as art directors and their 
bosses mutually subscribe to this 
myth the art director will fulfill a 
purely lapidary function. His au- 
thority will be confined to the sug- 
gestion of artists to do the finished 
illustrations, theorizing about type 
faces, white space and balance. 

In order to fulfill his rightful func- 
tion, he must widen his vision be- 
yond the confines of his layout pad 
to encompass the entire picture. In 
my opinion, the idea that somehow 
there is a cleavage between visual 
and verbal expression is completely 
false. The history of art proves this. 
Men like Leonardo, Michelangelo, 
Rubens, Whistler, van Gogh and 
Blake were highly articulate. Con- 
troversies among artists have raged 
through history, frequently on a high- 
ly literate plane. Thus it seems to me 
that with a change in his mental atti- 
tude the art director of today could 
speak up and assume a much more 
forceful role in the agency structure. 


>This change in attitude is a ques- 





tion of two things—study and seman- 
tics. First, the art director should 
insist that he be given the complete 
dossier on the advertising problem: 
the marketing analysis, media anal- 
ysis and research analysis. If a copy- 
writer can read and understand this, 
why not an art director? It is a rela- 
tively simple job to read through 
these reports and understand them. 
This understanding would equip the 
art director to buttress his ideas with 
much sounder logic. It may be pro- 
tested that many agencies apply this 
procedure. Frankly, I don’t believe it. 
I think this is the kind of team talk 
that exists only when the agency is 
making a pitch to a prospective client. 
My reason for saying this is that I 
have talked to the heads of many 
large agencies and while they give lip 
service to the thought, a little ques- 
tioning clearly indicates that it is still 
lip service and not agency service. 


I had occasion just recently to go 
into this subject with a man from one 
of the largest agencies in America. 
He told me how all the copy writers 
were indoctrinated with marketing 
and research background in group 
meetings. When I asked him about 
the art directors, he said they were 
occasionally given a briefing but, and 
I quote, “It goes over the heads of 
a lot of them.” 


If it does “go over the heads of a lot 
of them,” I think it is because the art 
director has refused to learn the ter- 
minology of marketing and research. 
I am sure the words and meanings 
cannot be beyond his comprehension 
for the simple reason that the ter- 
minology of art itself is highly techni- 
cal—and every art director has mas- 
tered it. Therefore, if it is true that 
the visual image is of increasing im- 
portance in sales planning, then both 
agency heads and the art directors 
themselves should set up procedures 
whereby the art director is educated 
in terms of the total selling problem. 


>The second area in which the art 
director must change, if he is to exer- 
cise his full potential, is in the area 
of semantics. He must learn how to 
sell his ideas with conviction—the 
kind of conviction that will stick with 
the brass and the clients. As things 
stand, the art director is talking an 
out-moded language. It is a language 
that makes sense to artists but cer- 
tainly not to business men. The art 
director sells his stuff in terms of de- 
sign, balance, color harmony and 
especially “feeling.” It is in this area 
of feeling that he becomes inarticu- 
late. He does so because a great deal 
of his work is done on a basis of artis- 
tic intuition. He feels that a certain 
picture or certain photograph is right 
—that the models’ attitudes are right 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 
Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


PRICE LIST 
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Copy negatives of your prints, $1.35 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 

1210 N. Clark Street © Chicago 10, Illinois 
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—without being able to explain why. 

Pierre Martineau, in a recent arti- 
cle in Advertising Age says: Words 
becoming less important, symbolism 
more important in advertising. And 
I quote: “David Ogilvy has concrete- 
ly demonstrated how it is possible for 
the unconscious meanings conveyed 
by art alone to triple the sales of a 
product. Who knows what the man 
with a patch on his eye expressed? 
Whatever it was certainly was far, 
far more important than some un- 
convincing words about shirt fabric.” 

This area of intuition or feeling 
certainly operates with any man who 
is creative. Businessmen frequently 
make a decision on a hunch, just as an 
art director arrives at a conclusion 
on a hunch. My plea to the art direc- 
tor is to fortify his hunches with 
more facts—and to be able to explain 
his hunches in terms the business- 
man understands. For example, when 
the art director wants to trade-up the 
personality of a product he is con- 
fronted with the old argument that it 
isn’t “hard sell.” This usually comes 
from an account executive who some- 
how feels that he is a grass-roots 
kind of guy—that he is an authority 
about the attitudes of the “average 
man.” (And this is the grass-roots 
guy that has for years confined him- 
self to a beat that goes from the Wal- 
dorf’s men’s bar to Toots Shor’s and 
winds up again at a Grand Central bar 
for a “quick” one before heading— 
not for Levittown—but for an exur- 
banite acre.) 

The art director should be able to 
demonstrate why any effective ad is 
“hard sell” whether it has Container 
Corp. elegance, or mail order borax. 
In creating a visual image, he should 
sharpen his 6B pencil on facts. Facts 
about the market, the media — the 
client’s sales and manufacturing 
problems. Then, and only then, will 
he know whether to use beaux arts 
or borax. Both approaches are valid. 


>In attempting to achieve a broader 
background and broader perspective 
on the total advertising problem, the 
art director’s best friend and poten- 
tial ally is the researcher. Creativ- 
ity vs. research—this, again, is one of 
the subjects that has provided broad 
fields of controversy. 

It seems to me that the whole idea 
of a cleavage between research and 
creativity is groundless. Once again 
the history of art has shown insights 
that are on the same level as scien- 
tific insights. The great creators were 
the ones who traditionally used the 
most advanced means to achieve their 
ends. Incongruous as it may seem, all 
art is built on physical and psycho- 
logical truth. To me, it is extremely 
interesting that Hieronymus Bosch 
visualized Freud’s dream theories, 


which were in turn the inspiration of 
the surrealist school of Dali, Tanguey 
and others. Perspective is built on 
optical laws that were discovered by 
artists. Theories of light and color are 
thoroughly grounded in psychological 
fact. Thus, in the face of evidence, it 
seems highly illogical that any man 
whose problem is to establish a visual 
image, in terms of selling a mass au- 
dience, should not want all the facts 
he can get. Like an architect he must 
be ready to accept the most modern 
of materials, and be knowledgeable 
in their use. 


>It is significant that while art is 
increasingly moving in the direction 
of science, science is moving in the 
direction of art. This is true of re- 
search. For a long time most research 
was based on head counting and a 
purely actuarial technique. But the 
researchers found that selling suc- 
cess, in terms of what makes the con- 
sumer tick, was a matter far beyond 
the field of statistics and entered the 
rather hazy realm of psychological 
motivation. So the researchers adopt- 
ed the most modern psychological 
techniques to probe — not into the 
question of how many and how much 
—but how and why. They are now 
increasingly going into new fields of 
controversy among themselves and 
speculations on method. It seems t> 
me that this is a very healthy thing. 
It seems to me that the closest allies 
in the field of advertising are the art 
directors and motivational research- 
ers, because both are interested in 
psychological reactions that are be- 
yond the realm of words. 


> The art director, for years, has in- 
stinctively realized (and the re- 
searcher is now beginning to prove) 
that a sale is not made on logic alone 
—but that emotions are the real mo- 
tivating force. It is the product image 
that the creator puts into the con- 
sumer’s mind, and not necessarily the 
product itself that makes the sale. 
Therefore, it seems to me that the 
art director who wants to accept the 
full responsibility for “the visual 
image” in sales planning should mas- 
ter as quickly as possible the ter- 
minology, the techniques and mean- 
ings of research. And if I read 
correctly what the researchers are 
now saying, every art director will 
find his basic intuitions are based on 
fact. If I may once again base a point 
on history, it is generally accepted 
by social historians that the artists 
are usually mirrors of the mores and 
feelings of their times. 

As the mirror of his time the art 
director has to be a man of many parts 
in the profound sense that he not 
only establishes advertising person- 
alities for a product, but he must 
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make that personality work on every 
level. Not only the visualization of 
print advertising but packaging, 
point-of-sale, brochures—everything 
comes within his province. It seems 
to me that packaging is one of the 
primary points for establishing prod- 
uct personality. It is in this field that 
the researchers have done some of 
their finest work. By testing design 
elements, they have built up a body 
of facts that can be of great help to 
the designer. Interestingly, if I read 
the record correctly, the researchers 
have proved what the artist’s intui- 
tion has always told him—it is essen- 
tially that clean, simple design is more 
convincing and sells more than clut- 
tered design; that the elimination of 
tricks and extraneous copy is of help; 
that the simple visual expression of 
what is inside the package is of help 
in achieving our mutual objective. 


>In this connection I saw a very in- 
teresting research report on a prize- 
winning cigarette package. 

Why was the package in red, white 
and black? 

Red—because it attracts the eye 
and made a beautiful contrast with 
the white. The white—because it fur- 
nished an effective background for 
the black lettering, and therefore 
made it more readable. The package 
contained a crest. 

Why the crest? 

Because the crest symbolized a 
regal quality and excellence that the 
buyer subconsciously felt was desir- 
able. These are the sort of symbols, 
colors and principles that art direc- 
tors have worked with for years—and 
thanks to the researchers many of 
these principles are being incor- 
porated into a body of fact. Even 
though the artist were to stick to the 
package job of these three principles 
—if he were ingenious, he could work 
out thousands of designs based on 
these alone. But research findings are 
far wider flung than this and offer the 
designer infinite latitude—while at the 
same time giving him concrete evi- 
dence that his work is effective. 


> With the subdividing of art finishes, 
television is becoming a specialty— 
but it seems to me that the bright de- 
signer of the future will bring this 
medium, too, within his realm. So as 
the fight for reader interest—and 
product personality becomes more 
important—as the visual image be- 
comes paramount—the art director’s 
function must, of necessity, be much 
broader. It seems to me that the field 
will offer much more of a future, in 
achievement and recompense, to 
those men who lift their eyes beyond 
the confines of the layout pad and 
themselves see a bigger visual image. 

44 





STEP AHEAD 


with 


CHROMASTAT. 


Rush my FREE Adv. Production Kit to: 


FREE 


How-to TIPS 


on display pieces and 


Printing 
Photostats 
Photography 


Full color copy prints 
and transparencies 


Fastest known meth- 
od. Sharp, vivid photo- 
graphic color repro- 
ductions made to size 
directly from color art 
work, art scrap, dis- 
plays, etc., in 2 days. 
For ad agencies, art 
studios, industry. 
Write for brochure 
& price list 
® RAPID COLORPRINT CO. 
216 So. Central Ave., 
Glendale, Calif. 


Also 
Standard Studios, Inc. 
Chicago 
Dunn Blue Print, 
Detroit 


. . « for more details circle 423, page 97 


for 
ADV. PRODUCTION 


You can improve 
the quality of your 


printing and 


cut your budget, 
too, with the 
brand-new Idea Kit 
from RCS! 


This FREE kit shows 
you how to plan 
and produce your 
materials for 
maximum effect 
and lowest cost. 
The techniques 
explained apply to 
small quantities as 


well as large. 


The kit supply is 
limited. Make su e 
you get yours by 
sending the 


coupon today! 


OFFSET PRINTERS 
123 N. Wacker Dr. 
Chicago 6, Illinois 


. for more details circle 425, page 97 


August 1956 ¢ ar « 








Changing the car 





. This weekly operation is generally done at off hours, but never- 


theless, it succeeds in drawing a crowd of onlookers, especially in New York’s busy Penn 
Station. Dealers are beginning to get requests for the specific car on exhibit, and fre- 
quently the actual car being displayed is delivered to a customer. 


By Jack W. Minor 
General Sales Manager 
Dodge Division 
Chrysler Corp. 

Detroit 


Leadership is the greatest selling 
asset that any company can have. 
That's why we at Dodge are con- 
stantly searching for, and evaluating, 
new sales and merchandising oppor- 
tunities to demonstrate this leader- 
ship—and to sell more Dodge cars. 

Such an opportunity was presented 
in the latter part of 1954 when display 
space was made available to us in 
the new San Francisco International 
Airport passenger terminal. Our 
dealers in that city had observed the 
tremendous amount of traffic which 
was passing through the terminal and 
knew the local citizenry were at- 
tracted to a near-by point of interest. 
They were enthusiastic and anxious 
to install some sort of product display 
to catch the eye of these thousands of 
potential customers. All of the 
groundwork was laid, leases signed 
and three new Dodges strategically 
installed. 


78 e Shows & Exhibits 


The initial installation at San 
Francisco was made on a three- 
month trial basis. The public recep- 
tion was so favorable and the sales 
results to our dealers in that area so 
worth-while that we extended our 
lease for another nine months. 


> Shortly after that we began to look 
to the East Coast and came upon the 
gleaming new terminal at Newark 
Airport. In May, 1955, we installed 
two new Dodges on turntables in the 
heart of the passenger concourse. 

These two locations were the first 
steps in expanding a program that 
began at Willow Run Airport serving 
Detroit about five years ago and 
which now includes a display of 
Dodge cars and trucks on an around- 
the-clock basis in a network of rail 
and air terminals in major markets 
from coast to coast. And we are 
awaiting clearance and facilities in 
other areas. 

Why have we gone into this pro- 
gram so extensively? 

Because we feel that the greatest 
salesman that a manufacturer has is 
the product which he produces. We 


Selling 


believe we have an excellent product 
and the more people we can show it 
to, the more sales we will make. 


>It has become increasingly appar- 
ent to our dealers and to us that we 
must take our products to the people. 
Hence, the tremendous increase in 
auto shows and expositions, and such 
institutional traveling shows as 
Chrysler’s Engineering Show “New 
Worlds in Motion” and Motorama. 

The exhibits take the dealer show- 
rooms to the people. They transform 
the terminals into the biggest auto- 
mobile showrooms in the world. They 
virtually put the show on the road. 

The terminals are a “natural” for 
our exhibits. 

Air and rail travel is increasing 
daily. At Willow Run Airport each 
month 750,000 people pass through 
the terminal building. In Penn Sta- 
tion, New York, almost 7,000,000. In 
La Guardia Airport over 1,179,000, 
and in San Francisco International 
Airport, 675,000. 


> A new concept in terminals has re- 
sulted in these buildings being de- 
signed to bring in more non-operat- 
ing revenue. The new type of air 
terminal—such as Newark or Pitts- 
burgh—is being planned not only to 
accommodate increased passenger 
traffic, but also to bring non-travelers 
into the central area of the terminal. 
Airports today are planned as civic 
and entertainment centers, shopping 
centers and exhibition headquarters. 
This further increases the value of 
the terminal as a place to show prod- 
ucts. 

Nothing can surpass this as an at- 
mosphere for sales. Automobiles, like 
other products which involve a major 
financial outlay, are not bought on 
impulse. The buyer must have his 
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appetite whetted—sometimes rather 
generously. This takes considerable 
pre-selling from all areas of adver- 
tising. In the unique setting of our 
exhibits, the prospect can leisurely, 
closely and repeatedly inspect the 
car until he has the opportunity to 
visit a local showroom. 

That is why we seek locations 
where people are likely to wait for 
train and plane arrivals and depar- 
tures. Our exhibits are concentrated 
in major air and rail terminals be- 
cause of their high traffic and im- 
pressive settings. 

They fit perfectly the new “soft 
sell” concept of merchandising, which 
eliminates the high pressure, the 
quick deal, and the customer’s fear of 
being talked into something he 
doesn’t want. 

We try to keep the exhibit design 
as clean as possible, with a minimum 
of clutter. There is nothing to dis- 
tract the viewer’s eyes or mind from 
the thing he is supposed to look at- 
the new Dodge. We believe that once 
a person has been able to look at a 
car under such conditions without 
disturbance he will want to examine 
the product further. That of course 
brings him to the dealer, a demon- 
stration ride and eventually a sale. 


>All of these exhibit efforts are 
jointly sponsored by the dealers and 
the factory, with the initial impetus 
coming almost equally from either 
side. Each knows of the value which 
can accrue from this type of mer- 
chandising if it is properly handled. 

At the present time there are 
Dodge exhibits in South Station, 
Boston; La Guardia Airport; Newark 
Airport; Pennsylvania Station; Phil- 
adelphia Airport; Greater Pittsburgh 
Airport; Washington Union Station; 


t the Crossroads 


Why Dodge displays actual cars to 600,000 people 


a day, in major air and rail terminals, and how to get the 


Cleveland Hopkins Airport; Willow 
Run Airport; Milwaukee County 
Airport; Northwestern Station, Chi- 
cago; Kansas City Union Station; 
Will Rogers Field, Oklahoma City; 
and San Francisco International Air- 
port. 

Almost 600,000 people see these 
combined exhibits every day of the 
year. 


>You can see that we have at- 
tempted to concentrate on new air 
passenger terminals for these exhib- 
its. However, where the market war- 
ranted it, and if airport facilities were 
not available or suitable, we have at- 
tempted to find an alternate location. 
Such is the case in Kansas City. 
Though its air terminal is somewhat 
antedated and too crowded to house 
an automobile display, its Union Sta- 
tion is one of the most beautiful in the 
country. Being a Midwestern rail 
center, traffic is heavy, and we were 
fortunate enough to be able to place 
two new cars in the heart of the 
passenger concourse. 

The majority of our installations, 
turntables and platforms, are han- 
dled by Transportation Displays Inc., 
New York. Their services in major 
rail, air, and bus terminals also in- 
clude car cards, poster advertising 
and dioramas. 

All details are handled by the ex- 
hibit division of TDI. They see to it 
that the cars are dusted and kept 
clean; platforms kept up; lighting in 
working order; literature racks filled 
and supplied; and that the car is dis- 
played in the best possible manner. 
TDI executives work with our field 
force in changing the cars periodi- 
cally and in special dealer promo- 
tions as they may involve these dis- 
plays. The company also obtains all 





greatest value from such high traffic locations. 





Literature . . . should always be available 
in these round-the-clock displays. A list 
of local dealers is also very useful. 





Mannikins . . . help to stop traffic. Busy 
commuters can’t help seeing—and stop- 
ping—at an attractive high-fashion dis- 


play. 





Santa Claus . 
packages fits the seasonal decorations 
throughout the Newark airport, attracts 
kids and parents 


and festively-wrapped 
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The New 


ALL-PURPOSE 
DISPLAY 
BACKGROUND 


Saves hundreds of dollars! 





CORRO-ss71° 
Makes you- your product - 
your message - 
the focal point of 
SALES MEETINGS 
CONVENTIONS © EXHIBITS 


IT’S FLAME-PROOF 


It’s versatile! Point it, silk screen it, 
decorate it; for charts, graphs, sales mes- 
sages, as a projection screen, etc. Hun- 
dreds of such diverse organizations as 
Raytheon, Hiram Walker, Packaging 
Institute, Armour, Bureau of Advertising, 
Equitable Life, use CORRO-SET. 

It's striking! Modern design, of satiny- 
smooth corrugated board in beautiful 
pastel blue. Stands 7’7” high, adjusts in 
width from 9’ to 11'10”. 

It's long-lasting! Philip Morris used it 
98 times as a backdrop for a traveling 
armed-services show in Europe! 
It's easy to handle! \ 

Sets up in minutes, with- 

out tools. Repacks easily, 
Comes in attractive one- 
hand carrying case. 
Weighs only 37 Ibs. 


It's flame-proof! Officially registered 
by the State of California; you can't 
inflame it with a blowtorch! 


O35 


MONEY BACK GUARANTEE 
eeeeveeveeeeveeeee ee e208 
DISPLAY DIVISION, Dept. R-8 
Gibraltar Corrugated Paper Co., Inc. 
3 Entin Road, Clifton, N. J. 


() ENCLOSED CHECK FOR $........ ere 
CORRO-SET DISPLAY BACKGROUNDS AT $45 
() SEND NEW CORRO-SET BROCHURE 


i 


Compony..... 


Address. ..... 


Ce ob aweagese tenes WOE i ccvcctces 
eeeveeveeoseeee ee e828 


. . « for more details circle 383, page 97 
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permits and assumes responsibility 
for damage to the display within 
given limits. 


> There are certain considerations to 
be followed for an exhibit of this type 
to be successful. Here are a few: 


e Design your exhibit to gain atten- 
tion from any angle. Remember, your 


prospects will be approaching it from 
all directions. 


e Keep it dramatic and eye-catch- 
ing. Effective use of lighting is most 
important, as many terminals are not 
brightly lighted. Put your best foot 
forward at all times and use your 
brightest, most attractive colors. 


e Elevate your product on a plat- 
form or turntable, if possible. 


e Include a stand for literature and 
make sure you have a backlog on 
hand for busy hours and weekends. 


e Have the exhibit manned during 
peak hours so that questions can be 
answered, prospect names gathered, 
or orders taken. 


e Have good product identification. 
Leave no question in your viewers’ 
minds as to what they are looking at. 
Elevate the product name so it may 
be seen over the heads of the crowd. 


e Don’t forget your dealers. If possi- 
ble put their names on the display. 
Let them know what you are doing 
and keep them informed of additions 
or changes. 


> Although we are the first company 
to use rail and air terminal exhibits 
on so wide a scale, the medium is not 
untried or limited to one industry. 
Terminal exhibits on a more limited 
scale have been successfully used by 
other manufacturers and they are 
being considered now by a number 
of other firms. The technique can be 
used equally well by any manu- 
facturer or industry to pre-sell prod- 
ucts or condition customers. 

As with anything which is this 
close to the public, there are certain 
hazards that have to be anticipated 
and prevented, and sometimes there 
are problems to overcome. Clean de- 
sign, and simple, yet durable con- 
struction solve most of these diffi- 
culties as far as customer injury and 
upkeep of the display itself are con- 
cerned. 

One of the hazards is the overly 
inquisitive viewer. 

In our Grand Central Station dis- 
play we gained additional attention 
with an animated mannikin which 
wore a fabulous Paris creation. Diffi- 
culties ranged from interested wom- 
en who wanted to climb the guard 
rail to touch and examine the mate- 


rial, to early a.m. inebriates who 
wanted to waltz with the lovely, but 
unresponsive, piece of plaster. Paint 
scratches and dings from finger nails 
or rings are the usual result of a 
month on display before thousands 
of people. 

We had an interesting and unex- 
pected dividend at our Philadelphia 
Airport location. One night shortly 
before Christmas, a cat sneaked into 
our car and presented us with a litter 
of kittens. 


>As with many advertising media, 
it is often difficult to document sales 
results directly from these exhibits. 
Transportation Displays Inc. has 
made traffic surveys that pinpoint 
the vast numbers of people who are 
being exposed to the product. The 
amount of literature which is picked 
up at the exhibits in each of these 
terminals is a good indication of cus- 
tomer interest. 

Basic literature is an eight-page 
folder in four colors that pictures and 
describes the entire line. It is used 
at all exhibits. In addition, there are 
individual booklets on special models 
such as the La Femme, and on spe- 
cially designed interiors. 

And car dealers report direct sales 
results. In Oklahoma City, for exam- 
ple, one of our dealers was requested 
by an elderly lady to deliver a Dodge 
“exactly in the same three colors as 
the one in the airport.” A dealer in 
Philadelphia reports a traveler came 
into his showroom directly from the 
airport, requested information on the 
“car in the terminal” and proceeded 
to place his order for one. In Grand 
Central Station our new La Femme 
model was sold right from the dis- 
play and delivered to its Connecti- 
cut buyer when the car was taken 
off display. 


> Another important factor to us is 
the prestige of a Dodge right smack 
in the middle of a terminal. Consider 
the effect on our customers and deal- 
ers as they travel or meet people at 
the terminals. Here is their car which 
they have been driving and talking 
about! 

We at Dodge do not consider these 
terminal exhibits as a complete sell- 
ing effort. But we definitely consider 
them an important part of our whole 
merchandising and advertising pro- 
gram, combining with newspaper, 
magazine, radio and tv to tell a sales 
story to millions of people. We know 
that in the high traffic locations of 
our exhibits, it is costing us little to 
show our product as ideally as possi- 
ble to people who can afford to buy. 
This, coupled with the action created 
at the dealer level, convinces us that 
our leadership in this type of mer- 
chandising is paying off. 44 












Plastics Exhibit . . . ‘Plastics in America”’ 
exhibition displays some 400 plastic items 
used in American homes and business and 
industrial life. Designed as part of U. S. 
Information Agency’s overseas exhibition 
program, the exhibit was built by The 
Displayers Inc., New York. Except for 
the steel frames, the entire exhibit is 
constructed of plastic 
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Message Repeater Talks 
At “Sight” of Human 


Information on the possibility of 
exhibits or displays being able to talk 
when a viewer merely approaches the 
vicinity is available in a fact-filled 
folder on the “Message Repeater”— 
a device that talks at the “sight” of a 
human being — offered by Michigan 
Electronics Inc., Chicago. 

Developed for use at exhibitions 
and conventions, the Message Re- 
peater is a compact unit approxi- 
mately the size of a Brownie camera 
that contains a recording and play- 
back device. 

It can be activated to speak by 
photo-electric cell, hydraulic and 
micro switches, pneumatic foot 
switches, capacity pickups, push but- 
tons, etc. 

According to the company, the de- 
vice is easy to use since the speaker 
records a message of up to two min- 
utes by merely speaking into a micro- 
phone and arranges the play-back by 
flipping a switch. Old messages can 
be erased by the simple method of re- 
cording a new one on top of the old. 

Although it has its own built-in 
speaker, the Message Repeater can 
also be hooked-up to outdoor loud- 
speakers, or it can be used in con- 
junction with continuous slide pro- 
jectors and translights to give sound 
to sight. 

Prices listed in the folder include 
$204.50 for the complete Message Re- 
peater unit and recording tape car- 
tridge prices ranging from $10-16 
depending on the size. 


For your copy circle No. 308 on the 
Readers’ Service Card inside back cover 
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Tel-A-Story is a lightweight, Portable 
Automatic Projector with a 156 sq. in. 
PICTURE SCREEN. Twelve 35mm or square 
2” x 2” transparencies permit automatic 
copy changes every six seconds in NATURAL 
COLOR. Economical to own and use. 

Ideal for any type product or service. 














PEPS UP POINT OF SALE 
STIMULATES SALES MEETINGS 
ATTRACTS CONVENTION CROWDS 


INTRODUCING= 
Tel-A-Story, Jr.! Weighs only 5 
lbs. and shows 35mm transparen. 
cies in full color. Every sales- 
man should have one! 

















WRITE DEPT. AR-4 for further 
information on your company let- 
terhead. Indicate whether inter- 
ested in point of sale, sales 
meetings or conventions and 
exhibits. 


TEL-A-STORY, INC. 
523 Main St. @ Davenport, lowa 


. . for more details circle 438, page 97 


Reluctant 
Response 


If your ad schedule seems 
to be sitting down on the job 
without showing signs of 
response, it’s time you found 
out about Advertising Re- 
quirements! 





In 30 months AR has broken all records in business paper 
history with over 340,000 requests for information offered by 
suppliers of advertising services and materials. 


That means an average of 11,333 requests each issue, from 
picked-for-buying-power readers with money to spend for your 
kind of advertising products or services. 


For response that pays off with increased business volume, 
put your sales message before AR’s 21,000 actual buyers of 
advertising services, materials and equipment. Write today 
for details. 





ADVERTISING REQUIREMENTS 


200 E. Illinois St. Chicago 11, Ill. 
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By Philip M. Morrison 
Advertising Department 
Wesix Electric Heater Co. 
San Francisco 


Put a continuous-loop rear-screen 
projector in an over-sized tv cab- 
inet, splice tv commercials between 
color cartoons and expect to draw a 
record number of visitors to your 
exhibit booth. At least that was our 
experience in a recent home show. 

Assigned the booth nearest the en- 
trance, we realized that our first 
problem was to find some way to stop 
people before their forward momen- 
tum carried them past. And with the 
exit on the opposite end of the build- 
ing, we probably would not have a 
second chance. 


> Our products, electric space heat- 
ers, are not particularly well suited 
to demonstrations and with the warm 
weather we were then having it was 
decided not to try to show the prod- 
ucts in use. After all, we wanted to 
sell prospects on electric heat, not 
roast them. 

The Wesix Electric Heater Co. dis- 
tributes through jobbers and adver- 
tises to the trade. With the exception 
of home magazines of national cir- 
culation, consumer advertising is 
restricted to well-defined areas. 
Within these areas, home show par- 
ticipation has proved worthwhile in 
reaching the prospective buyer. 
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The show we are talking about 
here was in an area where interest 
in electric heating is spotty and the 
company name not well known. We 
decided, then, that what we wanted 
to do was: 


1. Publicize the name Wesix as the 
pioneer manufacturer of electrical 
heating equipment. 


2. Create interest in electric heating, 
distribute literature, answer ques- 
tions and talk to interested parties. 


3. Obtain leads to be referred to our 
dealers for follow-up. Of the three 
objectives, emphasis was placed on 
the first. 


> Here is what we did: We obtained 
a rear-screen continuous-loop pro- 
jector and three color cartoons from 
a camera rental store. Between the 
cartoons we spliced filmed commer- 
cials that are being used on our tv 
shows. This projector shows a mov- 
ing picture on the rear of a small 
screen for viewing from the front. 
The film is joined in an endless loop 
and repeats itself continuously. 

The projector was housed in a cab- 
inet that resembled a giant table 
model television set with the screen 
taking the place of the picture tube. 
“Wesix Wiredheat Theater” was 
written directly above the screen. 

Although it was not our intention 
to do so, frequent remarks were 


Cartoons Plus 
Commercials 
Draw Customers 
to Exhibit Booth 


Imagination succeeds in 
making Wesix display the 
hit of the home show, 


relying on the universal ap- 


peal of animation and color. 


made about our “color television” 
set. Color television sets were in fact 
displayed elsewhere at the show. 

We were fortunate in having tv 
commercials available. However, a 
variation of this idea might insert 
strips of film identifying the company 
between the cartoons. 


> Did we succeed in stopping people? 

Yes, in great numbers. Far more than 
any other booth. Admittedly, there 
were always many children present, 
but we had anticipated that and ar- 
ranged for a double booth so that 
half was free for talking with in- 
terested parties. And don’t forget, 
there were at least as many parents 
watching children as children watch- 
ing Mickey Mouse. Many of these 
parents picked up literature and all 
were exposed to the company name 
and products. 

An interesting sidelight developed 
from the strong identification with 
television: We were able to compare 
audience reactions to the tv commer- 
cials. Certainly not a valid test, but 
one that did offer a clue to the “audi- 
ence-holding” effectiveness of each. 

Whether or not to use a gimmick 
to draw an audience to your booth 
must be decided by the circum- 
stances. If, as in the instance de- 
scribed here, the decision is to at- 
tract as many people as possible, you 
may find the method we used both 
inexpensive and effective. 44 





























By J. P. Stewart Jr. 
Director, Radio-TV 
Bozell & Jacobs Inc. 

Houston 


In just a few short feet of film, a 
television commercial director is ex- 
pected to take some copywriter’s 
carefully written prose and through 
the tools of his trade—actors, camera, 
lights, sets and, of course, the product 

knead a finished commercial that 
will move his client’s merchandise off 
dealers’ shelves and into the homes 
of consumers. 

Anyone, after a six to twelve 
months’ apprenticeship in a good 
shop, can master the mere mechanics 
of putting together an acceptable 
commercial. He can also talk some- 
what authoritatively on soft edge 
wipes, duping prints and “wild” 
sound. 

But while the mechanics of tele- 
vision production can be easily 
learned, believability—the prime in- 
gredient that makes a commercial 
truly effective —is not easily mas- 
tered by the beginner. Unfortunately, 
there are many experienced directors 
who have not fully mastered all the 
techniques of shooting believability 
into television commercials. 


> Nothing is probably harder to pin 






down than exactly what constitutes 
believability. Psychologists have giv- 
en us a two-phase definition: Believ- 
ability is caused by emotion rather 
than reason; or, people believe what 
comes from an authoritative source 
when the source is authentic. 

So it boils down that viewers be- 
lieve what they want to believe. Then 
the question really is: “How do the 
television commercials we produce 
make them want to 
client’s sales message?” 

Believability hinges on three im- 
portant points during the filming of 
a commercial. These points must be 
considered before shooting starts 
rather than afterward. 


believe our 


>These three points are: 
sets and direction. 

At this time, let me say that the 
problem of creating believability ap- 
plies primarily to live-action rather 
than animated commercials. 

Testing has shown that the average 
viewer accepts an animated commer- 
cial on an entirely different basis 
than a live-action commercial. With 
an animated commercial, the viewer 
expects to be entertained, looks for 
the unlikely and accepts the incon- 
gruous. While scoring low in believ- 
ability, an animated commercial—if 
well handled—increases brand recall 


casting, 


Casting, sets, and direction are the 


if you are interestedin .. . 


Building 
Believability 


in IV 
Commercials 


three most important factors in building 
that elusive attribute of audience 


acceptability; each must do its part 





at the time the viewer is ready to 
buy. 

But with the live-action spot, a 
viewer tends to associate himself with 
the actor or actress in the live-action 
sequence. Any deviation from what 
is out of his realm of experience or 
what does not appeal to him emotion- 
ally will have the viewer rejecting the 
commercial’s sales story. 


> Now, let us move to the actual busi- 
ness of shooting believability in our 
television commercials. 

Casting is the key to successful di- 
alog delivery and, to a great degree, 
the believability of a television com- 
mercial. 

Beauty alone is not a criterion for 
casting a female lead. In fact, a beau- 
tiful or glamorous woman can work 
to a disadvantage in your television 
commercial. This is also true of a 
handsome male lead. 

Let’s go back to what our psycholo- 
gists have told us. People believe 
what comes from an authoritative 
source when the source is authentic. 
So, for example, you're casting for an 
automatic washing machine spot. 
Somewhere you've read or heard that 
“sex” sells. And you hunt around 
until you find a perfectly charming 
young lady who can speak her lines 


somewhat convincingly. Thus pre- 
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pared, you proceed with the shooting. 

But is this young lady the right au- 
thority to deliver a commercial on 
washing machines? Does she appear 
to have the experience to talk au- 
thoritatively on washing machines? 
Or is she just an attractive prop that 
will flatter your client’s product? 

Suppose, however, you had cast a 
very pleasant appearing, not beauti- 
ful, but mature looking woman to 
deliver the commercial. Would not 
this woman because of her attractive 
but otherwise ordinary looking ap- 
pearance create an atmosphere of ex- 
perience? Would not this air of ex- 
perience create a feeling in the minds 
of viewers that she is an authoritative 
source on automatic washers? 

Or, perhaps, you’re casting for the 
part of a truck driver to deliver a 
commercial on a certain brand of 
tires. It will be far more believable 
if you select a man who looks as if 
he might actually be a truck driver 
and not an actor. 


> There are exceptions to every rule. 
At times a glamorous woman or a 
very handsome man is exactly what 
is called for and needed. A radiant 
young woman demonstrating a hair 
preparation will have women view- 
ers associating themselves with the 
beautiful young actress. (All women 
want to think themselves younger 
and more attractive!) But for most 
commercials, beauty and good looks 
simply do not create authority. 

And if the viewer creates a mental 
barrier in his mind as to the authen- 
ticity of the demonstrator, if he can- 
not associate himself with the dem- 
onstrator, the loss of believability 
will be reflected in sales response. 


>On the entertainment approach to 
live-action commercials, casting pre- 
sents a slightly different problem. 

When the talent is supposed to sing 
or deliver an exaggerated, burlesque- 
type pitch, the actor’s qualifications 
for the part must be considered first. 
This approach places emphasis on en- 
tertainment to create brand recall. 
But, if possible to “type cast,” this will 
aid in adding a touch of believability 
to the commercial. 


> Once you have cast your commer- 
cial, the next problem is in what set- 
ting will the action take place. 

There are two types of sets that 
should be considered. One is the real- 
istic set for hard sell demonstration 
commercials and the other is the 
“subdued” set. 

In many commercials, the very na- 
ture of the sales message determines 
the set to be used. If a realistic ap- 
proach is to be taken, authenticity 
in every possible detail will pay off. 

This does not mean that a good deal 
of money should be spent on exten- 
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sive set building. Rather, since the 
action for a television commercial is 
generally confined to a relatively 
small area, the details within that 
area can easily be realistic. 

If you are going to shoot a sequence 
in a grocery store, visit several stores. 
Check the way they use shelf talkers, 
hang banners, etc. Duplicating a set 
of this type is far easier and costs less 
than you’d imagine. 


>Going back to our psychology 
friends, they say that believability is 
caused by feeling and emotion rather 
than reason. Shopping in a grocery 
store is an experience all of us have 
had. Viewing our actor in a realistic 
appearing grocery store arouses feel- 
ings and emotions from our own past 
experiences. 

Sometimes, due to dialog or a spe- 
cific situation, a realistic set is not 
feasible or practical. If that is so, 
careful consideration should be given 
to the manner in which the set is to 
be handled. Here the setting must be 
“subdued” or “keyed” to one specific 
point of interest such as the actor or 
product. Handling sets in this man- 
ner creates a mood which the actor 
or product can carry through. This 
again harks back to the psychologists’ 
statement that feeling and emotion 
rather than reason create believa- 
bility. 

A well known brand of perfume is 
currently using a “subdued” setting 
quite effectively to create a mood. 
The video portion of the commercial 
goes like this. On stage left is a young 
lady and her escort who have appar- 
ently stepped outside for a breath of 
air. Dimly seen in the background is 
what appears to be an orchestra. Sud- 
denly, the woman’s hair starts blow-. 
ing, then, crash! A bolt of lightning 
flashes across the scene, dissolving 
out the couple and introducing the 
product. 


> Now that you have cast your com- 
mercial, built your sets and have 
cameraman and crew standing by, 
how are you going to direct your 
commercial? 





‘Must you keep track of your cd 
commercials all the time?” 


Start first by studying your scripts 
several days prior to shooting. Give 
yourself plenty of time to examine 
every camera angle and word. Make 
a “shot” sheet, adapting the copy- 
writer’s script scene by scene. Shoot- 
ing will go much easier and faster if 
you pre-plan camera movement. 

In making your “shot” sheet, figure 
out pictorial ways to entangle the 
viewer emotionally. Believability, as 
you will recall, stems from emotion. 

Showing a delicious looking dish of 
your client’s product creates taste 
appeal, a strong emotional stimulus 
brought about by flattering two of 
the senses. Or, on straight demon- 
stration type commercials, a good 
way to get your viewers emotionally 
interested is by appealing to one of 
the basic human wants, then showing 
them how to satisfy that want. 

In directing your actors, discuss 
the script thoroughly with them. Be 
sure they fully understand the feel- 
ing they are to capture. Direct them 
to be down-to-earth people who ap- 
pear to be sincere about the product. 
Direct your actors to demonstrate, if 
at all possible, the features of the 
product as if the viewer were seated 
right in front of them. Avoid unnat- 
ural poses or actions. 

How a commercial director breaks 
down an actor’s natural tendency to 
give a performance rather than a sales 
presentation is a personal matter. 
The methods used vary with the di- 
rector and the actor. You will have 
to experiment for yourself the best 
way to get the presentation you want. 


> No commercial is worth its salt if it 
is not believable. Casts, sets and di- 
rection are the three important tools 
at the command of the television 
commercial director that will create 
believable, sales-bringing results 
when properly used. 44 


Public Service TV Spots 
Produced by General Foods 


To lend support to the “Register 
and Vote” campaign sponsored by 
the Advertising Council, General 
Foods Corp. has offered to produce 
three different tv spots urging people 
to participate in the 1956 elections. 

In addition to paying all produc- 
tion costs for the spots, which will 
run 60, 20 and 10 seconds respective- 
ly, General Foods will feature Miss 
Spring Byington, star of December 
Bride (CBS-TV Network), which is 
sponsored by the Maxwell House Di- 
vision of General Foods. 

500 free prints of each film spot will 
also be available for Council distri- 
bution to local tv stations and net- 
works. 44 
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123 NORTH WACKER DRIVE 
CHICAGO 6, ILLINOIS 


RAPID COPY SERVICE, INC. 


PHONE STATE 2 5977 


G. D. Crain, Stee Publisher 
Advertising Publications 
200 East Illinois Street 
Chicago ll, Illinois 


As you know, we have advertised in every issue of Advertising 
Requirements since it began in 1953. I thought you would 
like to know we have been well pleased with the consistent 
results obtained...in dollars and cents as well as inquiries. 


Our experience with the high professional level and in- 
quisitive-mindedness of your readers has opened our eyes to 
many new markets and sales promotional techniques for offset 
printing, planography >» photography» and photostats. We have 
frequent ly repeated ads and equaled or bettered results of 
the first run. 


It's obvious from our correspondence with your readers that 
the book is widely read not only by advertising managers, but 
by other users of graphic arts...such as sales promotion men, 
editors, public relations men, and industrial photographers. 
We have been pleasantly amazed at the extent of this market 
for our services. 


Your “Reader's Service Department" is a gem. I frequently 
recommend it to our clients who request information of a type 


which we are unabie to supply. 


In checking "Y personal “idea clip files", I find several 
items from Advertising Requirements on practically every 
subject that interests me in the preparation of our promo~ 
tional materials. lt have only admiration for the book and 


the results it gets. 


Bibs 


Robert Garrott ~ Advertising & Sales Promotion Manager 
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This new Imprinter 


saved $75,000 in cartons 
wy 


for ice cream company ! 












Ow ' 


#1 of a series 
of case studies. 


An ice cream manufacturer had a large stock 





of unusable cartons, printed with names of flavors 
no longer made... Run through a Pitney-Bowes 
Package Imprinter, the old flavors were 

blocked out, new flavors printed. Saving — $75,000! 
And with the Imprinter, his regular carton 
inventory is now reduced by $15,000! 

This amazing new machine also imprints 
labels, advertising material, dealer literature, etc. 
It cuts printing costs, reduces inventory, prints 
only as needed for current production, has 
innumerable uses — saves time and costs in any 


operation requiring imprinting. 


The PB Package Imprinter gives a good 
impression on most coated or uncoated paper, 
board, foil or plastic—at speeds up to 7,500 an 
hour. Adjustable without tools, it can be run by 
anybody. Liquid flexographic ink doesn’t have 
to be mixed, dries instantly. Prints from rubber 
mat or metal type, on a printing area up 
to 4” by 18’. Handles sizes up to 18” by 18”, in 
thicknesses from .010” to 3/16”. 


Call any PB office for demonstration. Or write 


for illustrated folder and case studies. 


PITNEY-BOWES 
Imprinting 
Machines 


Made by the originators of the postage meter... 
Service from 272 cities in U. S. and Canada. 
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PITNEY-BOWES, INC, 
6228 Crosby Street 
Stamford, Conn. 


Send free illustrated Package Imprinter 
folder and case studies ia: 


Name 


Address 
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Brochure Tells “How to” 
Put Products in Movies 


Manufacturers interested in mak- 
ing “stars” of their products by hav- 
ing them chosen as stage properties 
for motion pictures or tv shows can 
obtain a brochure on a warehouse 
display service for this purpose from 
Cinema Service, Hollywood. 

Designed as a “one-stop” place for 
production men when they want 
props for motion pictures or tv shows, 
Cinema Service—an addition to the 
three largest property houses in Hol- 
lywood—offers physical distribution 
of national products. 

Full-color pictures in the brochure 
show rooms filled with typical items 
on display. A list of motion picture 
and tv customers supplied with props 
by Cinema Service is also included. 


For your copy circle No. 301 on the 
Readers’ Service Card inside back cover. 


TV Station and Baking Co. 


Join in Heart Campaign 


Through the joint promotion ef- 
forts of WJAR-tv in Providence, 
R. L, Ward Baking Co., New York, 
and “Rikky,” a tv clown, a house-to- 
house Heart Fund Campaign in 
Rhode Island received widespread 
recognition. 

Because Rikky—star of Tip Top 
Circus on WJAR-tv—felt that chil- 
dren could add to the success of the 
heart campaign by promoting it to 
their parents, the station arranged a 
state-wide tour for the clown with 
the consent of his sponsor, Ward 
Baking Co. 

The clown made nine stops the day 
before the drive, at which he greeted 
his enthusiastic young fans and sang 
a special song written by WJAR-tv’s 
promotion manager for the occasion. 

Promotion pieces for the Heart 
Fund tour included: 


eA special story in TVProgram 
Week. 


e Rikky’s tips to the kids on his own 
program. 


e Truck posters prepared by WJAR- 
tv for magazine delivery trucks. 

e Grocery shelf displays made by 
TVProgram Week that were placed 
near the Ward Baking Co. products 
in key outlets. 


e Releases to local newspapers. 


e Circus cut-outs provided by Ward 
to be given to Rikky’s guests. 


In addition to the public service 
provided to the community, both 
WJAR-tv and Ward Baking Co. 
found public relation benefits in 
community good will. 44 





















before... 


By Phil Seitz 
AR Los Angeles Correspondent 


As Mrs. Homemaker shops through 
the cereal and mix sections of her 
favorite Western grocery stores these 
days, she is being educated to the fact 
that a big “A” on a package stands 
for Albers, and that Albers products 
are manufactured by Carnation Co.’s 
Albers Milling Co. division. She is 
learning this because of a bold new 
treatment in labeling which has con- 
verted fairly conservative packages 
into hard-selling billboards designed 
to stimulate shelf movement and bet- 
ter meet modern supermarket mass 
display requirements. 

The Albers re-labeling approach to 
the broad objective of increasing 
sales was to develop a radical new de- 
sign that would: 


1. Shout the brand identification 


2. Unmistakably identify package 
contents 


3. Firmly establish that Albers prod- 
ucts are Carnation quality products. 


The first two points were accom- 
plished in the matter of design. Point 
three, however, was so radical that 
basic labeling policies of long stand- 
ing were affected. 


> Albers became a subsidiary of Car- 
nation in 1929, but the relationship 
was never prominently established 





on labeling or in advertising. There 
was little reason to, for in little more 
than 25 years, Albers products had 
become favorites with residents of 
the 11 Western states. The reputation 
for Albers quality was well estab- 
lished regionally. The general policy 
adopted was to continue the Albers 
brand on its own, with but a super- 
ficial small-type package statement 
such as “Albers Milling Co., a divi- 
sion of Carnation Co.” Albers’ famous 
“Old Miner” trademark, showing a 
prospector kneeling in the Western 
desert, cooking over an open fire, con- 
tinued to be an important package 
element. 

This connotation of hearty, heavy 
food was gradually replaced by a 
“light as a feather” approach as the 
hardy pioneer aspect of Western 
homemaking diminished with suc- 
ceeding generations. Soon the Old 
Miner in small silhouette form be- 
came the proof of purchase spot for 
premium redemption. 

Although the “Carnation Family 
of Foods” theme appeared in institu- 
tional advertising from time to time 
beginning with 1949, the new Albers 
label is the first concerted association. 
The top management decision to as- 
sociate the two brands, in effect re- 
placed the long-term policy to keep 
them apart. 


> Beginning in September, 1955, three 
label elements very definitely tied 


How the 
Albers Big ‘A’ 
Joined the 
Carnation Family 


Packages carry the job of bringing national 


identification for a regional brand. 









Albers and Carnation together on the 
new designs: 


1. The use of the “Big ‘A’” for Albers 
as a dominant label element. This 
stylized A was white against the Al- 
bers traditional blue banded upper 
third of the package. Crossbar of the 
A carried the name “Albers” in a 
bright orange-red, with “A Carnation 
Product” below, in blue. The “Big A” 
tied Albers products together into an 
easily identifiable family of quality 
cereal foods. 


2. Adaptation of the attractive shield 
that had, for several years, associated 
the traditional three carnations of the 
Carnation evaporated milk label with 
the shield of the company’s fresh 
milk and ice cream division. This 
shield consisted of a red upper and 
white lower band announcing “A 
Carnation” reversed in red and 
“Product” in red on white, separated 
by the three carnations registered 
trademark of the company. 


3. The simple and forthright state- 
ment: “Another of the famous Car- 
nation family of fine dairy and ce- 
real products. Your guarantee of the 
finest quality and utmost eating en- 
joyment,” in a six-line flush copy 
panel. 


>One might ask, “Why the big 


change in policy?” The answer rested 
very simply in the West’s big change 
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Before and after 


in population. It has been phenom- 
enal in recent years. For example, in 
Albers’ eleven Western states terri- 
tory in the year 1954, population in- 
creased by over 800,000 persons. 
That’s somewhere around 30,000 peo- 
ple a month. Not all this increase was 
due to births. A substantial percent- 
age represented migration of people 
to the West from other parts of the 
nation. Here were thousands of po- 
tential customers for Albers products 
who didn’t know anything about 
them. Significantly, these people 
brought with them national brand 
preferences which could be satisfied 
right in Albers’ back yard. 

The solution, Carnation manage- 
ment felt, was in the strong associa- 
tion of Albers with the nationally 
recognized Carnation brand name in 
a manner that preserved the well 
established Albers regional consumer 
franchise. 

With this thinking, came a com- 
plete label revision sparked by indus- 
trial designer Jim Nash, New York, 
who had previously been retained by 
Carnation to design labels for their 
instant nonfat dry milk and mix for 
chocolate flavored drink. 


>First general concept of the new 
label was that it was no longer a fix- 
ture, but an active selling tool. Car- 
nation had long looked at labels as 
the final “point of sale,” after all other 
advertising and promotion had had its 
effect. As a selling tool, they felt the 
label had the unique job of finally 
clinching the purchase of a product. 

Albers brand identification re- 
mained an important consideration. 
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The big ‘A’ is used, but where there’s Albers there’s also Carnation. 


That brought the “Big A for Albers” 
into the picture. The other Carna- 
tion-inspired elements were brought 
in to support the association. 

Over-all label design was next. 
Modernization was accomplished by 
generally extending the identity of 
package contents into a headline such 
as “Flapjack” in the yellow lower 
package panel, accompanied by an 
“action” picture of the product. 

Previous labels for “Flapjack” pan- 
cake and waffle mix, for example, 
had shown only a stack of flapjacks. 
The new package shows the stack of 
flapjacks with a hand holding a fork 
containing a bite-size segment, ready 
to be eaten. Suggested use of the mix 
as the basis for a meal is portrayed 
in an insert in the upper blue package 
band. 

New Flapjack labels carry three 
different back panels. Illustrated in 
four-color reproductions are the 
goodness of plain golden, thrifty pan- 
cakes; waffles made with the mix; 
and a ranch breakfast with pancakes, 
eggs and bacon. 

Copy on each label is the same, 
giving recipes for quick, thrifty pan- 
cakes, golden brown waffles, and 
flapjacks supreme. 


> Front label panel for Albers Buck- 
wheat Mix, a favorite of western 
buckwheat lovers, illustrates finished 
pancakes with bacon and, as a sec- 
ondary element, a picture of buck- 
wheat waffles. 

Albers Oats have been Western 
favorites for years. The newest type 
Albers Oats, “Quick Oats,” is pack- 
aged with an “appetite appeal” prod- 


uct illustration, a tempting four-color 
action photo of a spoonful of oats be- 
ing lifted from a bowl of the cereal. 
This is the first product illustration 
to be used by an oats manufacturer. 
It breaks an apparent tradition for 
drabness that has characterized oats 
labels for generations. 

Another Albers best seller is hom- 
iny grits. This product has been pack- 
aged in the past in a traditional Al- 
bers blue top and orange banded 
bottom format. The brand name was 
reversed in the blue and hominy 
grits circled in the orange. Color 
bands on the new label have been re- 
versed for better contrast. Where the 
word Albers appeared formerly in 
the upper band, the stylized “A” now 
appears. Lower band exploits the new 
“Quick” feature of the hominy grits 
with the sub-line “cooks in 3 to 5 
minutes” below the contents bill- 
board. The stylized “A” again carries 
identification with Carnation while 
side panels carry the red and white 
Carnation shield as additional identi- 
fication. 


> Albers Corn Meal, both yellow and 
white varieties, also was involved in 
the change. Fronts of the old labels 
were blue and orange banded, with 
an ear of yellow, or white, corn in a 
circle on the lower orange band. The 
brand name and contents identifica- 
tion were reversed in the upper blue 
band. In the redesigned labels, the 
ears of corn were made more prom- 
inent by increasing their size and 
reducing the diameter of the circular 
background. The new labels carried 
the “Big A” rather than the full brand 
name, and the contents were identi- 
fied in larger and bolder type than 
before. Back panels repeated front 
elements except that the ear of corn 
was replaced by three illustrated rec- 
ipes. Side panels carried product in- 
formation and a fourth recipe. 





CARNATION FAMILY 


of fine dairy ond cereci 
product. Your guarontwe 
of the finest quality and 
utmost eating enjoyment 





They’re together . . . The Carnation sym- 
bol joins the Albers ‘A’ to let newcomers 
know that Albers is part of national brand. 





Another “Carnation family of 
foods” tie-in is accomplished by in- 
serting, on each of the new labels, the 
phrase: “Where milk is called for try 
Carnation evaporated milk mixed 
with an equal quantity of water. Note 
the smooth richness it adds. And it’s 
so convenient.” 


> Careful coordination of suppliers 
was necessary to see that all labels 
and packages were consistent in color 
and treatment, since various com- 
panies prepared specific items. The 
label overwraps were produced by 
California Printing Co., San Fran- 
cisco, while Fiberboard Products Inc., 
of the same city, handled both the 
shells and the case containers. Will 
County Printing Co., Lockport, IIL., 
printed the oats label, while the bags 
were by American Bag & Paper Co., 
Philadelphia. 

For years the company has felt 
that its labels are the final points of 
sale. All things considered, it feels, 
the impact of its label at the time the 
consumer is ready to purchase, is the 
deciding factor of purchase. Carna- 
tion Co., therefore, feels that there is 
no compromise to be made with good 
labeling in its product packages. 44 


Nail Packages Reflect 
Do-It-Yourself Trend 


To meet the self-service trend in 
the retail hardware stores, Wire 
Products Co., Hortonville, Wis., is in- 
troducing its “Specialty Service” line 
of wire nails in consumer pre-packs 
designed to appeal to the “do-it- 
yourself” trade. 

Manufactured by Hinde & Dauch, 
Sandusky, O., the boxes hold quanti- 
ties of nails popular with the con- 
sumer trade in 5, 10 and 25 pound 
sizes. Made of kraft board, the boxes 
are folded shut at the bottom with a 
top that tucks-in to make a re-usable 
package. Orange and black print is 
used for pertinent information as to 
the style and weight of nails each box 
contains. 

Retailers report the consumer nail 
packages are easy to store and dis- 
play. The boxes are shipped in master 
units weighing 50 pounds. 44 
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NATIONAL FOLDING BOX 


ss ef Rw Fa BS F Sotrievyvrti?st wee 
FEDERAL PAPER BOARD COMPANY, INC. 
GALES OFFICES: CHRYSLER BUILDING, NEW YORK 17. N.Y.: NEW HAVEN AND VERSAILLES, CONN.; BOGOTA, N.J 


BOSTON AND PALMER. MASS.; STEUBENVILLE, OHIO: PHILADELPHIA AND PITTSBURGH, PA 


FOLDING BOX PLANTS: BOGOTA. N.J.; NEW HAVEN AND VERSAILLES. CONN : PALMER, MASS.; STEUBENVILLE. OHIO: PITTSBURGH, PA 
PAPER BOARD MILLS: BOGOTA. N.J.: NEW HAVEN, MONTVILLE AND VERSAILLES, CONN.; READING, PA.: STEUBENVILLE. O.; WHITE HALL, MD 


. . « for more details circle 412, page 97 
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ALL IT TAKES TO 


Fell thom-who 400 


THILCO 
PRINT DECORATED 


Protective Papers 
offer the 
cheapest advertising 
space you can buy! 

Don’t miss the best buy in 


advertising by overlooking the 
free space your package- 


wrapped products offer. Thilco 
functional papers and bags 
not only furnish the protection 
you need but provide Print- 
Decorated sales and prestige 








building identification for 
only a few cents more than 
plain papers. 

CHOOSE ANY PAPER YOU 
WANT — Print Decorating can , 
be applied to all Thilco 
protective papers and bags 
— Papers for waterproof 
protection, prevention of 
moisture-vapor transmission 
and grease or oil penetration, 
special treatment papers and 
a host of others. 


f 


ya. es re al 


For just a few cents more — Westinghouse 
takes advantage of Print-Decorating for 
positive product identification, eye-appeal 
attraction, simplified inventory, unnecessary 
labeling — and gets a traveling advertise- 
ment that stays with the product from fac- 


tory to consumer! 










Thileco FUNCTIONAL papers 
Asphalted Waterproof Barriers, 
Waxed Moisture-Vapor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 
Specialty kKrafts and Bags 


Write for free Sample kit. 


THILMANY PULP & PAPER COMPANY 
KAUKAUNA - WISCONSIN 


NEW YORK « CHICAGO + DETROIT + CINCINNATI 
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Glass-Slide Protection . . . New mailer 
developed by Sesame Container Corp. 
features ease of loading, light shipping 
weight, while still giving maximum pro- 
tection. 


Sesame Introduces Carton 
For Mailing Glass Slides 


Samples and information on a new 
mailer that offers maximum protec- 
tion for glass slides are available 
from the Sesame Container Corp., 
Chicago. 

Able to accommodate four 2x2” 
glass slides, the “Slide-Mailer” is 
made of 175 pound test “A” Flute 
corrugated cardboard in an accordion 
pattern with die-cut slide beds for 
fast, easy slide loading. 

The unit folds into a compact self- 
mailer measuring 4x4x12” and can 
be easily sealed with either tape or 
a wrap-around mailing label. 

Although the unit is designed to 
hold four slides, a smaller mailing 
can be accomplished economically 
by merely removing that part of the 
carton not needed. The slide beds are 
cut into alternating surfaces of the 
accordion-pleated unit, thus afford- 
ing protection on all sides without 
the necessity of slip sheeting. 

Prices of the Slide-Mailer range 
from $60 for a lot of 500 units to $398 
for 5,000. Additional information is 
available. 


For your copy circle No. 322 on the 
Readers’ Service Card inside back cover. 


New Mylar Sealing Tape 
Takes Ad Imprinting 


New printable tapes made with 
DuPont’s Mylar polyester film that 
advertise a manufacturers’ product 
at the same time it is being used for 
sealing or packaging have been in- 
troduced by the Permacel Tape 
Corp., New Brunswick, N. J. 

Especially treated for aniline and 
oil base ink printing, the pressure- 
sensitive tapes come in two varieties: 
e P95...a transparent tape 
e P951 .. . available in red, black, 
white, and “chrome” —a metallized 
finish. 

Both are suitable for high-speed 
automatic applications because of 
durability and extreme thinness. In 


addition, the Mylar backing is resist- 
ant to most common acids and alkalis 
as well as solvents and oils. 
Permacel printable tapes are avail- 
able in sizes from 1%” to 23”. 44 


Hollander Booklet Tells 
The History of Labels 


Giving dramatic interest to the 
growth of one of our most essential 
merchandising tools, the booklet, 
“History of Labels,” available from 
Allen Hollander Inc., New York, re- 
lates the various ways labels have 
been used from pre-printing days to 
the beginnings of our present mar- 
keting age in the early thirties. 

The booklet is filled with interest- 
ing anecdotes such as why museum 
attendants fought the use of labels, 
the beginnings of label design as a 
sales device and contains many illus- 
trations of old-time labels. 


For vour copy circle No. 323 on the 
Readers’ Service Card inside back cover 


Double Purpose Packaging 
Ships, Displays Pencils 


Mass volume display appeal and 
effective shipping protection are com- 
bined in a novel shipper-display unit 
designed by Hinde & Dauch, San- 
dusky, O., for the American Pencil 
Co., Hoboken, N. J. 

Based on the “little red school 
house” motif with bright red printing 
on a white liner, the shipping unit 
can be set up quickly for display pur- 
poses by simply folding up the top to 
form the rear panel and tucking the 
front under the unit. 

The opened box shows a mass dis- 
play of pencils, packaged in half- 
dozens with a “Pick-a-Pack” mes- 
sage printed on the front. A special 
sale price per package is emphasized 
on the rear display panel. 44 





Combination Packaging . . . New shipper- 
display packaging for lead pencils adds 
to shipping ease and mass volume appeal. 





How Foote & Jenks Uses 
to Make Their Flavors—Flavorites 


By P. K. Thomajan 


“Foote & Jenks” may suggest a 
comedy team, but it is the name of a 
firm of flavor specialists in Jackson, 
Michigan, which has been playing to 
capacity business because of the su- 
perb showmanship injected into its 
direct mail pieces. 

For the past two decades, it has 
been following a gadget & gimmick 
program that has proven vastly suc- 
cessful in keeping the company name 
before the trade and paving the way 
for salesmen’s calls. 


>The reason for adopting this tech- 
nique of promotion, Larry Mathany, 
ad manager for F & J, tells us, is that 


Direct Mail 


Gadgets and gimmicks give unusual flavor to this 


low-cost, low-pressure direct mail campaign. 


the company is selling an intangible 
product—taste—nothing you can pic- 
ture. Nothing but one word—good 
can fully describe this sensation. So 
the gadgets and gimmicks help to 
attract customers and prospects to 
whatever can be conjured up in the 
way of a catchy sales message. 

Foote & Jenks was founded in 1884 
and it manufactures flavors for the 
ice cream, carbonated beverages, 
candy, baking and syrup trades 
throughout the country, as well as 
for export. 

The company sells direct to the 
trade through salesmen, who work 
exclusively for Foote & Jenks. How- 
ever, the identity of the company’s 
products is lost by absorption in the 


customers’ products, i. e.—the ice 
cream is presented to the consumer 
as Edwards’ brand, not as Foote & 
Jenks! 

Since all selling is direct to the 
user, it has been found that direct 
mail is the most effective means of 
supporting the salesman’s efforts in 
the field. It helps to back him up... 
swing open doors with a swing! The 
advertising job, according to Math- 
any, is to keep the name—Foote & 
Jenks—before the trade between calls 
and to let the customers know that 
Foote & Jenks makes fine flavors and 
are fine folks to deal with. 

Because of the technical nature of 
the business, sales must be made by 
personal calls. Orders are not sought 
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HASTE MAKES WASTE 
GEOFFREY CHAUCER 1340-1400 





Not so here. If it’s Multigraphing, and you‘re 
in a hurry, we'll do it real fast, and not waste 
a single letterhead. We—ll, maybe we'll waste 
one or two. ‘Fast or slow—we'll do it good and 
save you dough.” This goes not only for Mult'- 
graphing but for Mimeographing, Plate Cutting, 
Mailina. Typing, etc., etc. 


Lefodie sense snes 


CHICAGO 5 
Fast and Resourceful Service—Since 1919 


— Reasonable, tool 


Multigraphing ¢ Mimeegrephing 
Addressing * Malling © Plate Cutting * Mechanical Addressing 
Printing © Redie & TV orders processed © Complete Mell Compoigns 


COURTESY STANDARD ENGINEERING 
FT. DODGE, IOWA 


ADD EXTRA IMPACT 


TO ANY SALES PROMOTION! 


Use Dexter's attractive, glossy-finish, 
natural color post cards. Perfect for syndi- 
cated or cooperative dealer aids. 

Dexter has excelled in high-quality, full- 
color service for 23 years. Thousands of 
repeat orders testify to this! 

Prices are less than 1¢ each for 50,000 
card quantity. Prices on other quantities in 
relation. Minimum order 3,000 cards. 

Write today on your business letter- 
head. An authorized photographer-salesman 
will call on you. 


Originators of 
the Genuine 
Natural Color 
Post Card and 
leaders in this 
field since 1932. 


ROUTE 303A, WEST NYACK, N. Y. 
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by mail and direct mail advertising is 
used to set up conditions that make 
sales easier and friendlier. 

Flavor is extremely difficult to ad- 
vertise. The physical product is an 
ung!amorous liquid packed in a com- 
mon glass jug or ugly keg, barrel or 
drum. Thus it becomes necessary to 
advertise the intangible part . . . the 
end result or benefit which is good 
taste. 

No word more adequately de- 
scribes a food flavor better than .. . 
delicious. Consequently, it is the gen- 
eral tendency of flavor manufactur- 
ers to say of their products that they 
are delicious . . . better, best, supe- 
rior, etc. 

Of course, the sales pitch also talks 
production methods, quality, econ- 
omy, service. Since no one has a 
monopoly on making flavors that 
taste delicious, this appeal offers no 
exclusive angle. 

So if the direct mail advertising 
was to be made effective, something 
had to be done that was different 
from what the competition was do- 
ing to get its message across. 


> After much experimentation, a suc- 
cessful formula was found. This was 
to inject showmanship into direct 
mail. This plan has proven so suc- 
cessful that it has been continued 
without letup for the past twenty 
years. 

Foote & Jenks strives for attention 
and readership by being unusual. 
They have taken their cue from other 
media, which use entertainment to 
attract attention. Thus, they depend 
on gadgets, gimmicks, trinkets, die- 
cuts, and pop-ups to draw folks to 
their message. Every attempt is made 
to make the mailing pieces spectac- 
ular in appearance, both in the piece 
itself and also in the mailer in which 
it is sent—such as boxes, tubes, 
cardboard folders, etc. It is Mathany’s 
belief that a box or any other un- 
usual package lying on a business- 
man’s desk will get opened first—re- 
gardless of how busy he may be. 
After all, the man is human and it’s 
on'y human to be inquisitive. 

Sometimes the approach is humor- 
ous, sometimes serious, sometimes a 
usable gimmick is attached, but at all 
times there is a lively change of pace 
and mood with the persistent effort 
to be different from any other mail 
the recipient may receive. Sometimes 
the gimmick ties in with the company 
message; at other times, it merely 
becomes a part of the art theme. 

It is Larry Mathany’s contention 
that once curiosity is piqued to the 
point of opening a mailing piece, and 
something is found inside that is in- 
triguing—then there is an excellent 
chance to get the Foote & Jenks name 


noticed and, more times than not, the 
message read. 

If consistency is maintained with 
such a direct mail program that rates 
above average caliber—once a fol- 
lowing is built—that audience actu- 
ally looks forward to receiving fu- 
ture pieces, if for nothing else but to 
see what has been achieved this time. 


>Costs are kept low because the 
Foote & Jenks’ list is small—not over 
7500. States Mathany, “We would 
much rather spend five times as much 
on one effective mailing piece than 
produce five mailings without any 
punch—just because they could be 
sent out inexpensively.” Mailings are 
sent out about once every three 
weeks. 

In the past twenty years, during 
which time this program has been in 
effect, sales have increased over 
500%, quite an achievement. Count- 
less letters and comments are con- 
stantly received from the trade re- 
marking about the unusualness of 
the direct mail advertising. Salesmen, 
who benefit the most from these 
pieces, have a sustained enthusiasm 
for each year’s campaign and top 
management continues to give this 
showmanship approach a steady 
green light, that keeps pieces moving 
without interruption. 


> Following are brief descriptions of 
the highlights of typical Foote & 
Jenks attention-joggers: 


e Billfold . . . cover reads: Your 
vanilla dollar is bigger. Tucked inside 
the billfold is a king-size greenback. 
One side is comic and carries the 
signature—Mucho Mazuma. The re- 
verse side lists the big F & J values 
that a dollar bill will buy. 


e Fabric Swatch Folder .. . actual 
fabric swatch tipped on cover with a 
small Hart Schaffner & Marx label. 
Caption reads: It all depends... In- 
side left there are die-cuts of two 
male figures with front swatch filling 
in contours. One figure is cut trim, 






ie ‘3 
VAN : | 
"No headaches ... no ulcers .. . no dead- 


lines ... no clients.” 





the other looks baggy. Top caption 
reads: .. . On the maker. Bottom 
copy continues theme: The material 
is the same... but the excellence of 
the finished product is the result of 
the maker’s skill. So it is with vanilla. 
Like Hart Schaffner & Marx .. . we 
take pride in our work. 


e Palette Folder .. . tipped on front 
is a plastic palette inset with half- 
dozen color wells accompanied by a 
small brush. Caption reads: Claims 
Easy To Color. Inside copy heads off 
with: It’s facts you want... clear the 
picture by seeking convincing an- 
swers to these questions... 


e Shoe Cloth Folder . . . glowing ra- 
diation pattern on cover. Band across 
and tucked under it is a mitten shoe 
shiner with headline: Brighten Up 
Sales. Inside copy continues: ... with 
Value-Defined Vanillas . . . Vanillas 
that Sparkle ... Radiate Goodness. 


e Shoehorn Folder . . . attached to 
cover is a real shoehorn. Alongside 
it is a bold panel of copy: SOME- 
THING YOU CAN USE. Inside—a 
picture of jug inset with words: 
MORE VALUE. Next to this are the 
words: per gallon of Vanilla. 


e Chopstick Folder .. . picture of 
bowl of rice with pair of actual chop- 
sticks breaking through it — back- 
ground of Chinese edifice across 
which is splurged the headline: IT’S 
MEAGER FARE. Inside caption: .. . 
WITHOUT THE EXTRAS. One 
course won't satisfy today. Buyers 
demand more value per dollar... 
even in Vanilla ... and are getting it 
from us! 


e Hook Folder...protruding through 
cover is a red plastic coat hook on 
which is suspended the drawing of a 
card on which is lettered: OUR BID 
HANGS ON THIS HOOK. 


e Boxed Pink Carnation ... wrapped 
in florist’s green tissue accompanied 
by a gift card which reads: We’re 
courting Your Vanilla business. Re- 
verse side copy: and We'll give you 
a Good Deal to get it! 


e Miniature Suit Case .. . covered 
with colorful foreign resort labels 
against simulated black kid. Tag tied 
to handle reads: Why Travel The 
World? Folder inside case repeats tag 
line and continues with: Seeking 
Flavor Improvements? Inside text: 
You can do better in Jackson, Mich. 


> Topping this collection is a master- 
piece topped by a light trough under 


caption on cover of brochure: ... The 
Purchase of ... VANILLA. 

It is Larry Mathany’s personal con- 
viction that the company with the 
continuously smart direct mail pro- 
gram—planned while sitting in the 
recipient’s chair—will be much bet- 
er known, much more in favor, and 
much more successful. 

Summing it all up, he states, “I 
think today’s direct mail must be 
brightened up—sharpened up—even 
dolled up—if it is to get the reader- 
ship it seeks. Make the receiver smile. 
Jolt him. Hit ’em between the eyes. 
Yes, be different!” 44 


De Soto’s Dealer Program 
Includes New Magazine 


Publication of a new magazine de- 
signed exclusively for its dealer 
salesmen has been announced by the 
De Soto Motor Corp., Detroit. 

A monthly publication, the “De 
Soto Report,” the new sales organ 
will be published by the division’s 
sales promotion department. De- 
signed to be exclusively of interest 
to dealer salesmen, it will contain 
selling tips, reports of salesmen’s 
activities and messages from man- 
agement. 44 


You get more returns 
...more returns 
...more returns 


when your mail goes | 
TENSION 





To 
Reach 
the 
Actual 


Buyers 

of 
ADVERTISING 
MATERIALS and 
SERVICES 


put your 
selling message 
before them 


Advertising 
Requirements 


eye a 
| by rail 


of every kind... 


out in 
ENVELOPES 


’ CORPORATION 





TENSION ENVEHRe}: 


NEW YORK 36, N.Y. 
ST. LOUIS 10, MO. © 5001 Southwest Ave. 
MINNEAPOLIS 1, MINN. © 129 North 2nd St. 


which is a baby bu'b casting a beam 
of light on brochure below mounted 
on same piece of heavy cardboard. 
Caption on trough reads: Shedding 
LIGHT on... Then this ties in with 


DES MOINES 14, IOWA © 1912 Grand Avenue 
KANSAS CITY 8, MO. © 19th & Campbell Sts. 
FT. WORTH 12, TEXAS e 5900 East Rosedale 


522 Fifth Avenue 
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SEND YOUR CATALOG 
AND 1°' CLASS LETTER 


TOGETHER IN 


wees 


ONTO Es 


8 
THE 2-COMPARTMENT ENVELOPE 


@ Envelope compartment is integral 
construction ...not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices... No obligation! 


WY: 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 12, ILL 
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she handles all the details 


Let Marie handle your complete mailings 
—including multigraphing, mimeograph- 
ing, addressing, fill-in on multigraphed 
letters and planographing. 


Marie keeps your Mailing List up-to- 
date too and frees you from all the detail | 
work. 


Direct mail has been our business for 25 
years. We pick up your rush copy, give 
quick service, do accurate work and 





guarantee prompt delivery. 


aa Lllet Shop 1. 


431 S. Dearborn St. °® 
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Monthly Letter Gives Tips 


To Public Relations Men 


A monthly letter designed to offer 
ideas and “how to do it” suggestions 
in the field of public relations is be- 
ing offered by Edmund D. Boles, St. 
Fresno, Calif. 

For the public relations man on 
the local level, or the busy executive 
who handles public relations as an 
additional duty, the “Boles Public 
Relations Letter” is in effect a clear- 
ing house of practical ideas tested 
in the field. A sample is available. 

A typical letter contains the re- 
sults of a survey, an unusual moving 
day notice used by another company, 
news of good PR contests and an 
interview with a leading and experi- 
enced public relations man. 

The Boles letter also includes a 
monthly “Question and Answer” fea- 
ture as a service for its readers. 


For your copy circle No. 313 on the 
Readers’ Service Card inside back cover 


Booklet Helps Retailers 
Build Good Will Sales 


Effective ways to increase sales 
through better public relations and 
community good will are described 
in a “Dealer’s Profit Book,” available 
from Revell Inc., Venice, Cal. 

Illustrated with cartoon-type char- 
acters, the 12-page booklet provides 
information on the following ways 
of increasing business through com- 
munity tie-ins: 


e Consumer and hobby shows 
e Armed forces tie-ins 

e Contests 

e Community displays 
e Tourist agency, library displays 
e Demonstrations 

e Toys for 
contests 


handicapped children 


In addition, the booklet also con- 
tains instructions on how to improve 
publicity. 


For your copy circle No. 314 on the 
Readers’ Service Card inside back cover 


Develops Coin Letter 
For “Rich” Mail Returns 


Uncle Sam’s coins in full color en- 
liven a mailing piece developed for 
admen by Amsterdam Printing and 
Litho. Co., Amsterdam, N. Y. The 
company has the four-color plates 
used on the front and back cover of 
this four-page “coin letter” and will 
print any copy the customer wishes 
on the inside two pages. Since the 
plates are mortised, special copy can 
appear on the covers as well. 

A local printer can do the imprint- 


ing, if desired, with Amsterdam fur- 

nishing folders plain across the in- 

side pages and mortised areas. Sheets 

are available for immediate shipment 

at $46 per 1,000, with quantity reduc- 

tions. Up to 25,000 can be furnished. 
Samples are available. 


For your copy circle No. 315 on the 
Readers’ Service Card inside back cover. 


Metered Mail Booklet 
Ribs Postage Methods 


Concerned with “getting out the 
mail” in your office? 

A hilarious booklet by Pitney- 
Bowes Inc., Stamford, Conn., hands a 
gentle ribbing to the lick-and-stick 
method of mailing, while offering 
information on metered mailings. 

The first eight pages of the book- 
let, “How to Mail a Letter in Five 
Easy and Utterly Preposterous Les- 
sons,” are devoted to the “lessons.” 

Illustrated with cartoon-type char- 
acters, the booklet depicts ways of 
“creating confusion” in such situa- 
tions as: 


e The office dragnet . . . where the 
entire office force is called in to help 
find a stamp. 

e Moistening the stamp . . . which 
calls for a Rube Goldberg drawing of 
an invention designed to moisten 
stamps while keeping the entire desk 
covered so the user cannot do any 
other work. 

e Posting the letter ...a series of 
clear-cut (?) diagrams and data for 
getting a letter in the mailbox. 


Despite the horseplay, the booklet 
includes several pages of factual in- 
formation on metered mail and post- 
age meters, including how much mail 
an office should carry in order to use 
a postage meter economically, and 
illustrations of several meter models. 


For your copy circle No. 316 on the 
Readers’ Service Card inside back cover 


DMAA Convention Set 
for New York in Fall 


The Direct Mail Advertising Assn. 
has announced the scheduling of its 
39th annual convention for New York 
City, Oct. 1-3. 

In an effort to demonstrate that 
mail advertising has become a medi- 
um of high quality and effectiveness, 
the convention will include all ele- 
ments of the direct mail field includ- 
ing fund raising, industrial direct 
mail, mail order and multi-media ad- 
vertising on its program. 

An exhibitor’s display, in conjunc- 
tion with the convention, will show 
more than sixty of the latest prod- 
ucts and services useful to direct 
mail users. 44 
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Signs 


VITRALUME SIGNs 


in Lifetime F 
Advertise Identify 
any Size... Shape... Colors 


PORCELAIN ENAMEL FINISHERS 
yo Eee 30th St * fea atiaei: ee, 
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Combination... 


Here's a pack- |! 
age deal that's , 
fit to be tied and | 
wrapped for 
economy! Com- | 
bine your insertions in any | 
two—or three—of these! 
publications, 
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Hand-Lettering 


$1.00 


a word 
for hand lettering! 


Rapid Film-Lettering All Styles! 
No Minimum! FREE Specimen Book! 
RAPID TYPOGRAPHERS, INC. 


305 East 46th Street. New York 17, N. Y. 
MUrray Hill 8-2445 


Order from Style Book AR — on request. 
Delivery anywhere in the U.S.A. 
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Exhibits 





[_] PRE-FAB Low 
Cost Conven- 
tion Displays 

(C Ship‘n Show 
Self-Contained 


All Wood 
Yb Displays 
) C] Fibreglas 


Show-Drapes 
with your logo 
in modern 
designing 


CHECK—Attach to 
company letterhead for full information. 


Capex Company, Inc. 


615 South Boulevard, Evanston, Illinois 
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P.O.P. Display 


ST Ma TULL ALU 


No mold charges 


for smart sculptured P-O-P 
long and short runs 


441 LEXINGTON AVE NEW YORK 17 
MUrray Hill 7-1369 
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Stock Art 












AND ILLUSTRATIONS ®@ 
oJ FOR FAST LAYOUTS 





There’s nothing like the monthly Clipper for 
fast layout in emergencies. BIG NAME firms 
that you know depend on the Clipper for Clip- 
Art. Free sample. No obligation. Address... 


MULTI-AD SERVICES, INC. 


Box 806N, Peoria, Illinois 
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Help Wanted 


COPY-CONTACT MEN 


Detroit national advertising agency has 
openings for four copy-contact men ca- 
pable of becoming account executives 
and with experience in one of the fol- 
lowing fields: 


. Food or supermarket. 
. Light metals. 


] 
2 
3. Agricultural. 
4. Chemical. 


This is an opportunity to work on estab- 
lished nationally recognized accounts 
with a growing agency. Write for ap- 
pointment giving complete outline of 
past experience and salary require- 
ments. Our employees know of this ad. 
BOX 20, c/o ADVERTISING RE- 
QUIREMENTS, 200 E. Illinois St., 
Chicago 11, III. 





Engravings 


SUPERB AD PLATES 





SAV ON FINEST GUARANTEED QUALITY 
1e2¢3 and 4 COLOR PLATES 


MINS ULI me 





WRITE FOR PRICES 
TAFFORD ENGRAVING CO., Inc. 


229 N. PENN. ST. ¢ INDIANAPOLIS 
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Art and Photo 


pay ay 3 RETOUCHING 


BY U. S. MAIL. . 
EXPERIENCED, DEPENDABLE, 


prompt service at moderate cost. Techni- 
cal illustrations. Black-white and full color 
retouchings. Cross sectional, air brush, 
wash, perspective, exploded drawings 
from blue prints. Free quotations. Box 22, 
c/o ADVERTISING REQUIREMENTS, 200 E. 
Illinois St., Chicago 11, Il. 
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Readers’ 
ice 
Number 


Advertiser 


Acme Gravure Services, Inc. 
Acrolite Products Incorporated 
Ad Sales 


American Decalcomania Co. 


American Trade Press Clipping Bureau 


Appleton Coated Paper Company, The 


Avery Paper Company 

Bacon's Clipping Bureau 

Bartz, F. H. 

Belford Co., Inc. 

Black Box Collotype Studios, Inc. 
Bostitch 

Brodie Advertising Service 
Brownville Paper Co. 

Burrelle’s Press Clipping Bureau 
Burwood Products Co. 

Cantine Company, The Martin 
Capex Company, Inc., The 
Champion Paper & Fibre Co. 
Chicago Cardboard Company 
Clement Co., J. W. 

Collins, Miller, & Hutchings, Inc. 
Coxhead Corporation, Ralph C. 
Craftint Manufacturing Co., The 
Dexter Press, Inc. 

Display Sales 

Dot Engravers, Inc. 

Dow Chemical Company, The 
Du-Plex Onvelope Corporation 
Durable Rubber Products Co. 
Eastern Corporation 

Eureka Specialty Printing Company 
Film Associates of Michigan 
Flax Artists’ Materials 

Geeco, Inc. 

Gibralter Corrugated Paper Co. 
Grace Sign & Mfg. Co. 

Graphic Systems 

Haberule Co., The 

Hankscraft Company, The 
Hansen Mfg. Co., Inc. 

Harwald Company, The 

Heinn Company, The 

Heritage Mfg. Corp. 

Hinde & Dauch 

Horndasch Displays, Inc. 


Institute of Visual Training, Inc. 


The “key number” preceding the name of each advertiser listed below 
corresponds to a number on the Readers’ Service cards on the following 
insert pages. If you desire additional information concerning the products 
or services offered by any AR advertiser, all you need do is to circle the 
number on the Readers’ Service card corresponding to the number shown in 
the index. The same numbers appear at the bottom of the advertisements. 


Page 


. 29 
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75 

14 
30 
18 

. 56 
26 
30 
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Inside Front Cover 

26 
92 
16 
39 
62 
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95 
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75 
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33 
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56 
Inside Back Cover 
12 
38 

. FF 
61 
80 
5 
36 
40 
57 
62 
39 
17 
70 
15 
27 
37 


International Assoc. of Electrotypers & 


Stereotypers, Inc. 
International Color Gravure, Inc. 
Interstate Printing Co. 
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Intertype Corporation ... 

Jamieson Film Company 

Kasson Die & Motor Corp. 

Kimball Company, Miles 
Kleen-Stik Products, Inc. 

Labcraft International Corporation 
Letter Shop Inc., The 

Lewis Artist Supply Co. 
Magill-Weinsheimer Company 
Major Photo Co. 

Mark Specialty Co. 

Mead Paper Corporation 
Mergenthaler Linotype Co. 

Metal Arts Company 

Meyercord Co., The 

Milprint, Inc. 

Monsen-Chicago 

Multi-Ad Services 

National Advertising Industries Exposition 
National Folding Box Co. 

Naz-Dar Company 

Pilot Productions, Inc. 

Pioneer Rubber Company, The 
Pitney-Bowes, Inc. 

Plastic Binding Corp. 

Pontiac Engraving and Electrotype Co. 
Porcelain Enamel Finishers 
Prentice Products Co. . 

Presto Process Co. 


Progress * Hanson * Progressive Group, The 


Radiant Color Co. 

Radio Corporation of America 
Rapid Colorprint Co. 

Rapid Copy Service, Inc. 
Rapid Typographers, Inc. 


Back Cover 
32 
60 
77 
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39 
94 
77 
54 
76 
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70 
55 
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40 
95 
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65 
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77 
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Remington Rand Division of Sperry Rand Corporation 7 


Rising Paper Company 
Robertson Sign Co. 

Sculptural Promotions, Inc. 
Sersen’s Imprinting, Inc. 
Sherfy’s Ltd. 

Sloves Mechanical Binding Co., Inc. 
Springfield Coated Paper Co. 
Stafford Engraving Co. 
Standard Thermometer 
Tel-A-Story, Inc. 

Tension Envelope Corporation 
Thilmany Pulp & Paper Company 
United Press Associations 

U S Color 

Warwick Typographers, Inc. 
Weston Company, Byron 
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301/Circle on Readers’ Service Card 
Cinema Service Brochure 

...Cinema Service offers a four-color bro- 
chure on the facilities of a Hollywood serv- 
ice that helps the manufacturer put his 


products into motion pictures. (Page 86) 






302/Circle on Readers’ Service Card 
Scaleograph 

... Information on the “Scaleograph,” a de- 
vice designed to simplify the cropping and 
proportioning of photos, is available from 
the Brandt Corp. (Page 30) 


303/Circle on Readers’ Service Card 
Audiotape Line 
... Audio Devices Inc., announces the ex- 
pansion of its magnetic sound-recording tape 
line by offering complete details on five 
different types of “Audiotape” now avail- 
able. Information includes specifications on 
Super-Thin Audiotape, Longer Recording 
Audiotapes, on two different types of plas- 
Jord Audiota 


2cases inc o.anacrd / pes 


tapes 
(Page 39 


304/Circle on Readers’ Service Card 
Xerox Fact Sheet 
... The Haloid Co. offers new facts to admen 
interested in Xerography. Containing step- 
by-step illustrations, the fact sheet explains 
in complete detail how duplicating masters 
can be made with Xerox copying equipment. 
(Page 51 


305/Circle on Readers’ Service Card 
Rapid-Etch Engravings 

... Information cn low-priced Rapid-Etch 
engravings is available from the Basil L. 
Smith System. Prices listed include those on 
2x2” and 2x3” copper and zinc halftones. 
Page 51) 


306/Circle on Readers’ Service Card 
Relief Process Bulletin 

A bu! tin fr mk lief Pr nti:ng Lory le 
tails the business card and letterhead print- 
ing obtainable with its special process. 
Samples of letterheads and business cards 


are available with the bulletin. (Page 52 


307/Circle on Readers’ Service Card 
New Intertype Booklet 

. A 28-page booklet from Intertype Corp. 
shows comprehensive specimens of five cur- 
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Use these return cards 
for publications 
mentioned on this page 


GSD Advertising | Reade’ 


Requirements | Svwte 


rent Teletypesetter faces. Specimen texts il- 
lustrate size, weight and leading variations 
of various types for use in stock market re- 
ports, quotations, sports columns and classi- 


fied advertising. (Page 52) 


308/Circle on Readers’ Service Card 
“Message Repeater” 

... Michigan Electronics Inc. has prepared 
a folder on the ‘Message Repeater,’ a de- 
vice that enables an exhibit or display to 
“talk when a viewer approaches the 
vicinity. (Page 81) 


309/Circle on Readers’ Service Card 
Illuminated Displays 

...A leaflet from Dualite Products Inc. de- 
scribes various examples of illuminated 
clocks and thermometers available for point 
of purchase displays. (Page 56) 
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310/Circle on Readers’ Service Card 
Post-On Letters 

... Samples of leatherlike letters that can 
be applied to most surfaces with fingertip 
pressure are available from Poster Products 
Inc. (Page 56) 


311/Circle on Readers’ Service Card 
Play-Slate Premium 

...Stickless Corp. offers information on a 
7x4” magic slate that contains three differ- 
ent games and a space for doodling to ap- 


peal to youngsters of all ages. (Page 71) 


312/Circle on Readers’ Service Card 

Presdon Line Catalog 

... A full-color, eight-page booklet from 

Ferber Pen Co. describes and illustrates a 

complete line of ballpoint pens, liquid lead 

pencils and a ballpoint clothes marker. 
(Page 71) 
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313/Circle on Readers’ Service Card 
Boles PR Letter 


... Sample copy of a monthly letter conjain- 
ing ideas and “how-to-do-it” suggestions for 
public relations men from the local level on 
up to national standards is offered by Ed- 
mund D. Boles. (Page 94) 


314/Circle on Readers’ Service Card 
Dealer's Profit Book ° 


... Illustrated with cartoon-type characters, 
a “Dealer's Profit Book” available from Re- 
vell Inc., shows retailers effective ways to 
increase sales through better public rela- 
(Page 94) 


tions and community good will. 


315/Circle on Readers’ Service Card 
Amsterdam Coin Letter 


... Details on an unusual mailing piece— 
available to admen for special imprinting— 
with Uncle Sam's currency in full-color on 


Postage 
Will be Paid 
by 
Addressce 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Il. 
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200 East Illinois St., 
Chicago 11, Ill. 
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the front and back cover, are offered by the 
Amsterdam Printing and Litho. Co. 
(Page 94) 


316/Circle on Readers’ Service Card 
Metered Mail Booklet 

...A hilarious booklet from Pitney-Bowes 
Inc., entitled “How to Mail a Letter,” hands 
a gentle ribbing to the lick-and-stick method 
of mailing, while offering specific informa- 
tion on metered mailings. (Page 94) 
317/Circle on Readers’ Service Card 
Letterhead Folder 

...A folder from Neenah Paper Co. gives 
an interesting “before-and-after” treatment 
on common faults in planning or design as 
seen in five different letterheads. (Page 65 


318/Circle on Readers’ Service Card 

Sorg Cover Folio 

... Complete details on colors, weights and 
sizes of Leather Embossed Covers are shown 


No 
Postage Stamp 
Necessary 
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392 393 394 395 396 397 398 399 400 


432 433 434 435 436 437 438 439 440 


* Note: Inquiries for items listed not serviced beyond November 15, 1956 





in a fact-filled folder from the Sorg Paper 
Co. (Page 65) 


319/Circle on Readers’ Service Card 
Adtype Work Book 

... Additional details on a giant-sized com- 
prehensive type guide that also contains a 
section on phototypography are available 


from the Adtype Service Co. (Page 48 


320/Circle on Readers’ Service Card 
Robins Process 


... Samples and details on an attention-get- 
ting paper that allows magic words to 
emerge when the paper is erased are of- 
fered by Lewis Robins Printing Co. 

(Page 66 


321/Circle on Readers’ Service Card 
Translucent Paper Master 


...Samples of a new translucent paper 

master with a 25% rag content are available 

in a folder from the Neenah Paper Co. 
(Page 66 


322/Circle on Readers’ Service Card 
Sesame’s “Slide-Mailers” 


... Information and samples on a compact 
self-mailer that holds four glass slides with 
maximum shipping protection are offered by 


the Sesame Container Corp. (Page 90 


323/Circle on Readers’ Service Card 
History of Labels 


... Allen Hollander offers “A History of 
Labels” booklet recording the various ways 
labels have been used from pre-printing 
days to present marketing days. (Page 90 


324/Circle on Readers’ Service Card 
Visual Control Charts 


...A folder on Coffield custom-designed or- 
ganization control charts is offered by Man- 
agement Control Charts Co. (Page 39 


325/Circle on Readers’ Service Card 
Premium Catalog 


... A wide variety of advertising specialties, 
business gifts and premiums are described 
in an illustrated catalog available from the 
Advertisers Publishing Co. (Page 68 
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Here’s why 


ATLANTI 


of all genuinely 


watermarked bonds 


Ist BECAUSE... Atlantic Bond 
is the only paper which shows the substance 
weight as part of its genuine watermark! 


Ist BECAUSE... Atlantic Bond is made better! 
It looks so much whiter, brighter. It snaps 

and crackles...feels so good to the touch! 

Ist BECAUSE... Atlantic Bond, “The Printers’ 
Paper,” assures you better impressions...sharper, 
clearer halftones...a constant affinity for ink! 

Ist BECAUSE... Atlantic Bond is 

moisture controlled for dimensional stability — 
which assures accurate register on every run! 
Find out for yourself why Atlantic Bond 

is America’s best selling genuinely watermarked 


+1 Sulphite! Ask your Atlantic Merchant 
for a free sample packet. 


EASTERN 


EXCELLENCE IN FINE PAPERS 


ATLANTIC BOND 


Sal ATLANTIC OFFSET 
antic Papers | tc: 


eS ee ee he ee ee 


ATLANTIC LEDGER 
a ste lh 


. for more details circle 376, page 97 





for 8 common typographic maladies 


Inksqueeze 

Smears 

Costly hand setting 

Retouching and cleaning up repros 
Out of square composition 
Limited range of sizes 


Ragged blowups 


EFAeeeeAe 


Battered type 


The Fotosetter photographic line composing machine 
gives you the finest repros, the finest transparencies and 
the finest negatives available today. No other method 
provides such sharp, clear composition, free from rag- 
ged edges caused by inksqueeze. You get uniform, per- 
fect fitting replicas of the type design regardless of 
whether the type is 4 pt, 54 pt or enlarged. Every face 
can be set in all sizes from 4 pt to 54 pt at keyboard 
speed, including mixing of all faces in perfect alignment. 

Fotosetter composition is smear-proof, square and true, 
uniformly black—makes perfect repros for paste-up. 
Fotosetter composition often eliminates the need for 
making mechanicals. 


Insist on getting the very best... type set on Foto- 
setter machines. 


Intertype Corporation 360 Furman Street, Brooklyn 1, New York 


Chicago, San Francisco, Los Angeles, New Orleans, Boston 
In Canada: Toronto Type Foundry Co., Ltd., Toronto, Montreal, Winnipeg, Vancouver, Halifax 


Fotosetter is a registered trademark Fotosetter Century Schoolboo 


for more details circle 394, page 





